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The Best Salesman in the World 


The Bates Advertising Company 
believes it has the best salesman in 
the world on its staff. 

Best SALESMAN means a man not 
only successful in selling, but in plan- 
ning a sales-policy and how to carry 


it out. 

We solicit your advertising and 
selling-plan making—including the 
actual selling of your goods, not just 
advertising them. 

We are ready to prove to you our 
ability to either— 


1. Get the one best dealer in each town in the 
United States for you ; or, if it benefits your par- 
ticular goods— 

2. Introduce your goods generally and have 
them carried in stock and pushed by the leading 
dealers in the leading cities and towns in the 
United States. 





CONVERSE D. MARSH, Chairman Executive Committee, 
The Bates Advertising Co., 15 Spruce Street, New York 


The Explanation is—new methods. 
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HE 1907 Edition enumerates 22,898 
separate publications, giving frequency 
of issue, politics or general character, 

form, size, annual subscription price, year of 
establishment, the editor’s and publisher’s 
names, and copies printed. 








The names of towns in which papers 
are published are followed by population, 
location in State, prominent industries, etc. 

In addition to the catalogue of publica- 
tions by States, separate lists show papers 
printing a Sunday issue, papers printing in 
excess of 1,000 copies each edition, and 
trade and class publications, carefully 
classified. 
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THE TELEPHONE IN RE- 
TAIL BUSINESS. 


A CREATIVE ELEMENT WHICH 
COMPARATIVELY NEW IN DE- 
PARTMENT AND RETAIL STORE 
CIRCLES—SOME EXCELLENT TELE- 
PHONE SHOPPING SYSTEMS— 
MUCH BUSINESS LOST THROUGH 
INEFFICIENT HANDLING OF TELE- 
PHONE CUSTOMERS—AN UNDE- 
VELOPED SIDE OF TELEPHONE 

BUSINESS- 

POSSIBILITIES IN THE 


IS 


SHOPPING — GREAT 
GETTING 
IDEA. 


It is safe to say that few other 


branches of business have laid 
hold of the telephone idea and 
applied it to their individual 
needs in so thoroughly energetic 
a fashion as have the great de- 
partment and retail stores of the 
country. 
True, it took them a long time to 
wake up to the possibilities of this 
comparatively new trade element 
as a business-getter; in fact, the 
stores which have really intelli- 
gently worked out the problem 
are as yet by far in the minority, 
but the indications are that the 
successful store of the future 
must be a “telephone store.” 
‘The ideal “telephone store” 
the store where shopping may 
as effectively and as satisfactorily 
carried on over the ’phone as in 
person—where, on Monday morn- 
ing, Madame, without even stirring 
from her boudoir, may leisurely 
order from the Sunday advertise- 
ments such of the Monday spe- 
cials as she desires—where Miss 
Sojourner, away in Atlantic City, ‘ 
or some other seaside resort, may 
enjoy all the advantages of city 
shopping without its attendant in- 
convenience of being obliged to 
leave her hotel or cottage and 
travel in hot (or cold) dusty 


is 


e orders,” 
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cars—where, by merely dropping 
fifteen or twenty-five cents (a 
trifle as compared with the actual 
car fare saved) into a mute in- 
strument, she may order Men- 
nen’s Talcum Powder (at nine 
cents a can) for her saucy sun- 
burned nose, Pears’ Soap (at 
eleven cents a cake) for her com- 
plexion, Roger & Gallet’s Per- 
fumery (at fifty-five cents an 
ounce) for her ’kerchief, Roger 
& Gallet’s Sachet Powder (at 
thirteen cents a package) for her 
lingerie, and so on. The in- 
clemency of the weather, per- 
sonal indisposition or ennui, even 
distance itself—all these negative 
elements would lose much of 
their potency for bringing gray 
hairs to the heads of buyers and 
managers under such a_ lovely 
system of merchandising. 

Of course, practically nine out 
of every ten stores in the coun- 
try claim that their customers 
may shop with as much satisfac- 
tion by telephone or mail as in 
person, Nothing pleases the ad- 
vertising man quite as much as 
an opportunity to “throw the 
English” on this particular phase 
of his store’s service. “Only ex- 
perienced shoppers fill ‘phone 
“Call us up at any time, 
day or night, and leave your 
orders,” “Please test the efficiency 
of our telephone shopping sys- 
tem,” “All ‘phone orders de- 
livered by special messengers”— 
what will he not do and promise 
when turned loose in a _half-col- 
umn space with carte blanche to 
‘put some ginger into it.” But 
put his pledges to the test. Will 
they hold water? 

Not much! ; 

Call up the average store and 
ask for some advertised special, 
such as Mennen’s Talcum Pow- 
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der at nine cents, or Roger & 
Gallet’s Perfumery at  fitty-five 
cents an ounce. Will you get it? 
Possibly. But the customary ex- 
perience, if you eventually suc- 
ceed in getting in touch with 
some person who knows any- 
thing about the specials in ques- 
tion, is to be intormed by some 
thin, nasal, peculiarly aggressive 
voice, which has the effect of 
making you feel thoroughly 
ashamed of yourself for your 
penuriousness in even having 
thought of such a thing, that “no 
phone orders are filled on Men- 
nen’s Talcum Powder or Roger 
& Gallet’s Perfumery, at these 
special prices.” 

It is no unusual thing to spend 
a half hour on a telephone in a 
wild endeavor to reach some par- 
ticular department in a big store. 
Perhaps it is a good way of get- 
ting a good idea of the vastness 
of one of these great establish- 
ments, for one is apt to be 
“switched” on to more depart- 
ments in an effort to make a 
single purchase than he _ had 
dreamed could have found room 
under one roof. Of course, one 
such experience satisfies the or- 
dinary person of the unwisdom 
of repeating the experiment, and 
the empty gush which was read 
in the advertising of that store 
regarding its telephone service 
will come to be considered as 
characteristic of its fashion of 
redeeming all pledges. 

This little bit of muck-raking 
is done guardedly, and it should 
not by any means be taken as a 
fair description of the methods 
of all “telephone stores.” For- 
tunately, there is at least one 
store in every city (more in the 
larger cities) where a new de- 
parture is seldom lightly made, 
but when these stores do enter 
into a new policy it is always re- 
ligiously adhered to. These are 
the stores which have made the 
development of the _ telephone 
idea possible, as applied to retail 
activities, and upon whose _in- 
tegrity in living up to their 
promises cheap, sensational-ad- 
vertising concerns are able to 
trade. 

But 


high-class 


even such 


stores, either through an undue 
confidence in their telephone 
operators or negligence at some 
point in their system, sometimes 
lapse from a rigid adherence to 
the high standard which they 
have set for themselves. Pledges 
may be broken, telephone cus- 
tomers discourteously treated, 
and the fatal impression allowed 
to gain ground abroad that even 
“So-and-So can no longer be re- 
lied upon.” In a great establish- 
ment it is naturally impossible to 
know always’ when things go 
wrong. ‘lhe public generally, it 
is believed, appreciates this con- 
dition and is disposed to make 
allowances for it. But the store 
management must do its part to- 
ward unearthing ‘and removing 
causes for complaints and, where- 
ever possible, rectifying mistakes 
which have been made. So far 
as the telephone end of the busi- 
ness is concerned, this can _ best 
be accomplished, perhaps, by 
maintaining a system of inspec- 
tion which should tend to keep 
the operators and~ others con- 
stantly on the alert against being 
detected in an act’ of scant cour- 
tesy to customers. This duty, 
which would necessarily be very 
simple, could be delegated to the 
store’s “shoppers” or other per- 
sons whose work takes them 
outside of the store and_ thus 
makes it convenient for them to 
send in outside calls for mer- 
chandise or information. Any in- 
cident of unsatisfactory service 
could then be at once reported to 
the superintendent’s office, where 
it would be dealt with as circum- 
stances suggested. 

One of the first, probably the 
first, of the big department stores 
in the country to install a com- 
prehensive shopping system was 
the Philadelphia firm of Straw- 
bridge & Clothier. The Siegel- 
Cooper Company, of New York, 
is said to have been a close sec- 
ond. The systems organized by 
these and other pioneers vary 
somewhat in detail, but all are 
excellent and effective and prob- 
ably form the basis of practically 
all similar shopping systems. In 
one store, for instance, accord- 
ing to a description of the sys- 

(Continued on page 6.) 
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If your tailor should call on you just 
when you had decided that your clothes looked 
shabby, he would have an extra good chance 
of an order; if a book agent should offer you 
a pocket dictionary, just at a moment when 
you were wondering how to spell “embarrass- 
ment,” he would probably land you. 

The best time to put your claims before 
a consumer is when his mind is already inter- 
ested in the subject. 

This is one of the secrets of the strength 
of Tue Lapies’ Home Journat as an adver- 
tising medium. If you are selling food prod- 
ucts, the housewife has already been reading 
some article on meals or kitchen; if you area 
maker of fabrics, she has just been studying 
our fashions and designs. 

The fact that she reads THE JouRNAL 
proves conclusively that she is interested in 
these things. Since she is already interested, 
you have the special chance to sell her your 
goods, 


Over a million copies each month. 


THE CurRTIS PUBLISHING COMPANY 
PHILADELPHIA 


New York Boston CHICAGO BuFFALO 
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tem which was published in one 
of the store’s advertisements, the 
moment you ring up to shop, 

telephone shopping operator 
takes you in hand and at once 
connects you with the depart- 
ment desired and remains with 
you on the wire, ready to trans- 
fer you to the next department, 


paragraph, and very likely work- 
ing out to the greater satisfac- 
tion of the customer, provides 
for a staff of experienced shop- 
pers, one of whom takes the cus- 
tomer’s order over the ‘phone 
and then goes direct to the vari- 
ous departments to do the shop- 
ping personally for the customer. 
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and whisk you through the store 
on your shopping trip until you 
have finished.” 

Another telephone shopping 
system, radically different from 
the one outlined in the foregoing 


The shopper’s number is put on 
every sales-check in addition to 
the clerk’s number, and she is 
held responsible in every way for 
the order, even to making sure 
that it is promptly delivered. 
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One of the most comprehensive 
tclephone shopping systems which 
has come to the notice of the 
writer is that in operation in the 
Wanamaker Philadelphia Store. 
The choice is offered to a tele- 
phone customer of availing her- 


7 


scribed in detail in one of the 
store’s advertisements, as follows; 

“Call Wanamaker’s in the usual way 
—Filbert 1. State whether you wish 
your order filled by the store’s corps 
of experienced shoppers (if so, ask 
for ’phone order bureau) or by the 
salesperson at the counter (designat- 
ing the name of the salesperson or 
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self of the staff of experienced 
shoppers provided by the man- 
agement or of being connected di- 
rectly with any particular de- 
partment and of there purchas- 
ing from a favorite clerk. The 
method of doing this was de- 


goods wanted, or both). No dela 
either way. There is a ’phone at eac 
counter and in every part of the 
store. Store ‘phones are free to the 
public in the store for calling other 
parts of the store. All ‘phones are 
slot ‘phones, except those in the pub- 
lic exchange (south end of women’s 
waiting room), where _the old operator 
system is retained. To change money 
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at any points in the store ask any 
salesperson. Call up at any time, day 
or might, and ask for the news of the 
day—at night the operator will have a 
copy of the following day’s advertise- 
ment and can read off the news in 
advance. He can also take orders 
right then and there, to be filled the 
next day. Call up and ask questions 
at any time. A ’phone at every coun- 
ter and in every part of the store. 
Complaints should be ‘phoned direct 
.o the bureau of adjustments.” 

_ Generally, when a large store 
installs one of these telephone 
shopping systems the next thing 
to do is to hold a great “tele- 
phone sale.” In such sales, the 
necessary “local color” is provid- 
ed in both advertisements and 
store cards by terse telephone 
phrases and numerous, more or 
less quaint, cuts of telephones, 
telephone _ girls, switchvoards 
and the like. One of these “tele- 
phone sale” announcements, for 
instance, was decorated with a 
central switchboard as a feature 
and surrounding the pages was a 
unique border of wires and desk 
‘phones. At the foot of the ad- 
vertisement, strikingly enclosed 


in coils of wire, were such words 


as the following: “Ting-a-ling- 
ling! and you'll know in a min- 
ute” and “Hadn't you better cail 
us up to-day?” During this par- 
ticular sale a special price was 
placed on every article through- 
out the store which could be 
safely ordered by ‘phone. 

Another advertisement which 
was directed especially to the 
“telephone trade” carried this 
headline, set in good-sized type 
and extending across the full 
width of the page, “Telephone 
shopping is easy at this store.” 
And still another advertisement 
published by the same house con- 
tained, also set in striking type, 
this effective phrase, “Every ar- 
ticle on this page is procurable 
by ’phone at your home.” In this 
particular advertisement, the 
items, which were all liberally 
spaced, were set off by small 
boxes each of which contained 
the telephone number of the par- 
ticular department, in which 
could be found the item to which 
the box was attached, thus re- 
ducing to the minimum the 
amount of exertion required of 
a prospective telephone customer. 


A phase of the telephone busi- 
ness not yet developed to any 
great extent is the opportunity it 
affords, as touched upon else. 
where in this article, of retaining 
the trade of those who have leit 
the city and are sojourning at 
resorts located within the free 
delivery zone of the store. There 
are various ways of reaching this 
trade, many of which are very 
successfully exercised by enter- 
prising stores. One way, which 
does not seem, however, to have 
as yet suggested itself to any 
store, would be to maintain. at 
these resorts where the population 
is sufficiently large to make the 
idea feasible, free telephone sta- 
tions to be used by patrons of the 
store in ordering goods, sending 
for samples or taking advantage 
of advertised specials. Or, where 
this would not be practical, a 
store might make a feature of 
deducting telephone tolls from the 
charges for goods.when the total 
purchases amount to a certain 
fixed sum. A liberal store might 
even go much further than this 
and allow charge customers to 
purchase by telephone whenever 
desired, crediting in each case 
the customer’s account with the 
telephone charges. Such a ltb- 
eral policy, however, would call 
for sharp restrictions and would 
necessarily have to be based upon 
certain known facts, such as the 
cost of the average ’phone mes- 
sage in relation to the standard 
merchandise profit of the house. 
It would also require consider- 
able statistical work to arrive at 
this and other necessary funda- 
mental facts, as well as much ad- 
ditional bookkeeping, objection- 
able, possibly, in a line of busi- 
ness which has already to deal 
with an unusual amount of sta- 
tistics. 

Yet, it is to be believed, that 
liberality, in this and other re- 
spects, would be found profitable 
and resultful at such a time as 
the present, when competition in 
retail circles is so keen and each 
store must lay its claim for the 
patronage of the public upon 
practically the same grounds as 
do all of its contemporaries, 

AtpHonsus P. HAIRE. 








busi- 
any 
ity it 
else. 
lining 
e leit 
ig at 
free 
There 
y this 
very 
snter- 
which 
have 
any 
in. at 
ation 
» the 
sta- 
f the 
iding 
itage 
vhere 
i 
e of 
1 the 
total 
rtain 
night 
this 
 -to 
ever 
case 
the 
lib- 
call 
ould 
ipon 
the 
nes- 
dard 
use, 
der- 
2 af 


ida- 


PRINTERS’ INK. 9 


STRANGE ADVERTISING. 


_Probably there are no statis- 
tics, legitimately taken, that tell 
us how many reasons there are 
for advertising. There are some, 
however, that are infrequent, 
if not wholly novel—and 
the New York Evening Post has 
the following notice of a quite 
recent one. It says: 

A dealer in second-hand books ad- 
vertised the other day for old Bibles 
belonging to three families that have 
lately come into prominence. 

“Do they want them as_ heirlooms?” 
asked a customer who had read the 
advertisement. 

“Not a bit of it,’ said the dealer. 
“They want the Bibles because they 
contain a record of births, consequent- 
ly they reveal ages—women’s ages, pre- 
sumably. Very often dealers in old 
books are asked to look up _incon- 
venient documentary evidence of that 
kind. Before days of affluence the 
family Bibles got lost in the shuffle of 
moving around. Nobody thought much 
about the loss then, but with the ad- 
vent of prosperity the books could 
easily become. a source of mortifica- 
tion to many women if they happened 
to fall into the hands of . malicious 
persons, Hence the frantic attempts 
to gather all such records into the 
family.” 

A case, not. entirely different 
from the above, the present wri- 
ter recalls, which concerns the 
pride of Jay Gould. It is well 
known that he once wrote the 
history, and also made a map, of 
Delaware County. Both things 
were respectably done but, as he 
was not much over twenty when 
he wrote the book, he got in 
mature years, and after he had 
become famous, a little tired of 
some passages in it of youthful 
per-fervid style. So he searched, 
and sent out word for copies of 


the history, as if he were a real 
book dealer, or a customer, and 
then destroyed all that came to 
him. 
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that it has a larger circulation than 
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United States, morning or evening, 
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German Families areLarge 


and large families are large consumers. 
Think what a quantity of goods the 140,000 
or more German Families consume that you 
reach by advertising with us. Kate, 35c. 
flat. Why not let us run yourad in the 


Lincoln Freie Presse 


LINCOLN, NEB. 














the CAPITAL, 


rate is Five Cents a Line flat. 








70,000 CIRCULATION IN PROSPEROUS IOWA 


Once a week during the next six weeks 


Che Des Moines Capital 


will issue 30,000 extra papers in the interest of its circulation department. Weare 
sending sample copies to prospective subscribers during the famous bargain time of 


This will make a distribution of 71,000 copies daily on those dates. 
Any advertiser can insert copy in those issues without extra charge, and is urged 
to do so because it offers a means of securing unusual results, 
November 12th, r9th, 26th, and December 3rd, roth and 17th, The advertising 
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LAFAYETTE YOUNG, Publisher. 
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SENATOR DEPEW TALKS 
ON ADVERTISING TO 
“PRINTERS’ INK” READ- 
ERS. 


There ds no subject more inter- 
esting in its relations to the pro- 
motion of business and enterprise 
than advertising. It has grown 
in this country to proportions 
which impress by its magnitude, 
as does almost everything else 
American, business men of other 
countries. The higher proof of 
the faith which men of courage 
and experience have is the 
amounts often spent before there 
is a possibility of adequate re- 
turns. I know of proprietary ar- 
ticles and food products upon 
which the owners have invested 
between three hundred thousand 
and a half million dollars in ad- 
vertising before there were any 
adequate returns. Of course 
there are some whom I have 
known who have ost their 
money, but it was not due to the 
system but to the fact that they 
were not themselves experts in 
this line and did not employ any. 

I know of an instance where a 
Yale man whose luck seemed to 
be against him at the start, and 
who accepted a position of ad- 
vertising agent for a _ product 
which was excellent in itself but 
making little progress. He dis- 
played such originality and 
knowledge, of what would take 
the public eye and capture the 
people’s imagination, that the 
proprietors, in a short time, were 
making a profit of several hun- 
dred thousand dollars a year, and 
their advertiser was an indispen- 
sable member of the company. 

There is as much talent re- 
quired in selecting the medium as 
in presenting the article or the 
scheme, Circulation counts enor- 
mously, and yet for certain things 
papers of very high class appeal 
to a constituency of their own. 
The newspaper publisher of to- 
day understands far better than 
his predecessor, of a quarter of 
a century ago, what his paper 
must do in the way of circulation 
and class of circulation to appeal 
to the best paying advertisements. 
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I have been told by the owners 
of proprietary articles which 
were yielding a profit of from 
three hundred thousand to five 
hundred thousand dollars a year, 
and who have thought at differ- 
ent times that their product had 
sufficient popularity to stand 
alone, that they have discovered 
by repeated experiments that 
their sales rise and fall accord- 
ing to the extent of their adver- 
tising. They say, also, that when 
they have abandoned advertising, 
and falling off in sales has fol- 
lowed, it is almost impossible 














with renewed efforts to regain 
their old position, popularity and 
income. 

The shrewdest and keenest of 
the men to appeal to the people 
for support are the managers of 
the great department stores, Any 
investigator can readily see that 
they depend upon constant, varied 
and picturesque appeals quite as 
much as upon the quality of the 
articles which they offer. An at- 
tractive advertisement is irresist- 
ible to the female mind. It is 
the women who buy. The men 
of the family are rarely purchas- 
ers, and even in a few things, 
compared with the many that go 
into the house, of their personal 
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adornments and comforts, they 
are apt to rely upon their wives 
and daughters. 

We used to laugh at the man 
who had so much leisure that he 
read his daily paper through, ad- 
vertisements and all. It is sate 
to say that while there are few 
such men, there are none who are 
not susceptible to an advertise- 
ment which catches their eye and 
holds their attention. The train 
for the commuter, and the ele- 
vated, the surface and the sub- 
way, for people going to their 
daily work, are the hunting fields 
of the successful advertiser, and 
if up to date he there bags his 
biggest bag. 

I was talking once with the 
proprietor of a daily paper abroad 
which earned between three and 
four hundred thousand dollars, 
net, a year. He had but one ed- 
itor, and his cables and telegrams 
were the briefest, except those 
which he clipped from the even- 
ing papers of the night before, 
but his society news of balls and 
parties and who were present and 
what they wore, and who were 
in the opera boxes and what they 
had on, was complete. I said to 
him, “Why don’t you modernize 
your paper by increasing the 
staff and adding to your news.” 
He said, “It would cost a hun- 
dred thousand dollars a year and 
not add one cent to my income.” 
That paper catered to the large 
class who are not in society but 
whose principal pleasure is in 
reading everything’ they can find 
about those who are, and especially 
as to their entertainments and 
their costumes. Such a_ paper 
could not succeed in the United 
States. There is no distinction 
of classes with the worship by 
the lower of the higher which 
would make it possible for such 
a journal to live here. 

When one is in Paris or Lon- 
don, in these days, and sees the 
cabbies at the stands all reading 
their papers, and the people in 
the surface and subway cars do- 
ing the same, the idea occurs to 
him that there is not much dif- 
ference between newspaper read- 
ing at home and abroad. The 
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mistake is in the universality. 
‘Lhere is the broadest difference. 
We are a nation of newspaper 
readers in both city and country. 
The Petit Journal in Paris has a 
circulation of a million, which is 
the largest in Europe, and the 
Harmsworth papers in England 
have very large circulations; but 
when we take into consideration 
the wide field covered by our 
metropolitan journals, and then 
the quality and circulation of the 
dailies in other cities, both large 
and small, all over the country, 
we will be convinced that ours 
is a nation whose people devour 
newspapers with avidity, 

In railroad traffic when there 
is competition and routes are sub- 
stantially equal the best adver- 
tiser will get the business, and the 
same is true in every other line 
which appeals to the public for 
support. 

Cuauncey M. Depew. 
————$_$4<>——_—_—__—— 


SomME men are original enough not 
to try to be.—Star Solicitor. 


EVERY 


ADVERTISEMENT 
in the 


SPARE 
MOMENTS 


Magazine 











is next to reading 


Put SPARE MOMENTS 
on your next list 


Leonard Darbyshire, !nc., 
Publisher, Rochester, N. Y. 
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A REMARKABLE OFFER 
GOES BEGGING. 


The accompanying copy is part 
of an advertisement of Oppen- 
heim, Collins & Co.. which ap- 
peared in the Brooklyn Eagle of 
November 12th. Early on_ the 
morning of the 13th a PRINTERS’ 
INK man entered the Brooklyn 
store of this firm and asked one 
of the saleswomen at the fur 


asked if the firm did not intend 
to stand back of the advertise- 
ment that had appeared in the 
Eagle and replied as follows: 
“This advertisement was a mis- 
take on the part of the newspa- 
per. The copy sent them stated 
the figures correctly but when 
the proof was sent to us I was 
absent and my assistant evident- 
ly did not catch the error. It 
is now 10 o'clock and you are the 





OPPENHEIM.GLLINS &G. 


Fulton and Bridge Streets, Brooklyn 











Have Especially Prepared and Arranged an 





Extraordinary Sale of 





Women’s and Misses’ 








Outergarments 








The Greatest Values in Coats We Have Ever 





Offered 


Fur Coats 








Broad Tail Persian Coats 





Leipsic dyed, 24 in. long, collarless, hand- 
some brocade lined; skins of high luster.. 


1.25 


Value $1.85 





counter to show him the Persian 
Coats which had been marked 
down from $1.85 to $1.25. She 
replied that the advertised price 
was a mistake and that the an- 
nouncement should have _ read 
$125. 

The would-be buyer then 
called for the managet of the 
store and §. Rosenbaum, who 
also has charge of the advertis- 
ing. responded promptly, He was 


only person who has tried to buy 
a Persian Fur Coat this morn- 
ing. The part of the advertise- 
ment which makes this offer is so 
absurd on the face of it that we 
do not expect to have any buyers. 
The class of people who deal with 
us would hardly expect to buy a 
coat of this character for $1.25 
and they would not want a fur 
coat valued at $1.85 at any price. 

“If we conducted a department 
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store and were visited every 
morning by all sorts and condi- 
tions of women it would be a 
good investment for us to stand 
back of the copy as it appears in 
the paper, for we would get a 
great deal of free advertising out 
of it and could write strong copy 
on the point, but as our regular 
customers do not usually arrive 
here until afternoon, and as we 
draw the greatest portion of our 
business from the better class of 
Brooklyn people, I do not believe 
it would pay us to offer coats at 
this ridiculous figure.” 

On November 14th Mr. Rosen- 
baum was again called on and 
stated that there had not been a 
single inquirer for the $1.25 Per- 
sian Coat. This lack of interest 
strengthens his belief that Sunday 
papers are most valuable for his 
use. 

Regarding the firm’s advertis- 
ing, Mr. Rosenbaum said: “We 
use the Brooklyn Eagle, about 
100 lines, three times a week, and 
on Sunday 400 lines in the Eagle 
and most of the Sunday dailies 
printed in New York. Personally 
| am a great believer in the 
Sunday paper. I think people 
devote more attention to the pa- 
per on Sunday,—probably owing 
to the fact that they have more 
time and that the Sunday paper 
contains: more interesting matter 
—the magazine section, comic 
supplement and other attractions. 
We sometimes use space in other 
Brooklyn papers but our adver- 
tisement appears regularly only 
in the Eagle, because that paper 
seems to be read by the class of 
people we want to reach and be- 
cause it is used by all the other 
prominent merchants in Brooklyn 
who advertise. They would not 
have been in the paper all these 
years if it had not proved itself 
to be a good medium. 

Most of our copy might be 
called general, that is, we very 
seldom go into a detailed de- 
scription of the particular articles 
advertised on a certain date al- 
though I try to make one article 
stand out strongly and attract 
especial attention. We have at 
times given more attention to de- 
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We specialize in two 
lines. Fine designing 
and art work, and per- 
fect printing plates for 
black and color work. 
These two are the 
foundation of all effect- 
ive illustrated advertis- 
ing. We claim to do 


better work and charge 
less, quality considered. 
We are building our 
business — hence _ this 
concession. Get started 
with us. 


de Mammers Shilling &. 


Artists, Engravers and Besigners of Printed Advertising 








HEYWORTH BUILDING 
CHICAGO 








tails in our copy. and it has al- 
ways proved successful. A woman 
is more interested in the adver- 
tisement which gives a full de- 
scription of a coat or suit than 
in one which simply says “ladies 
coats and suits,” of such and such 
a color, giving the range of 
prices. However we depend large- 
ly upon our reputation to bring 
customers into the store and usu- 
ally a meager description of our 
stock, with prices, is all we put 
into our copy. 

“Another idea which has been 
inaugurated here, and which I 
think is a good one, is attaching 
a large card, bearing price, on 
each display rack containing 
clothing. Many people have the 
idea that our concern is high- 
priced. It is not; we cater to the 
popular priced — shopper. Of 
course there is a wide range in 
prices, but the woman who wants 
to invest twenty dollars in a suit 
has just as much right in here as 
the one who wishes to spend 
three times that amount. This is 





14 


where the usefulness of the price 
cards come in. 

“We also send out circulars of 
various kinds; always well print- 
ed on good paper, and this mat- 
ter is on the same style as the 
copy used in newspaper advertis- 
ing. I believe in using our larger 
copy on Sundays, and through the 
week simply follow up here in 
Brooklyn, with smaller copy, just 
to keep our name before the pub- 
lic and let them know what we 
are doing. The advertising of 
each store is run separately; we 
have nothing to do with the ad- 
vertising of the New York end 
and they do not bother us here.” 

From time to time instances 
have occurred for many years 
similar to the one chronicled 
above. Not very long ago a de- 
partment store in a western city 
had a special rug sale. The 
value of the rugs was $75 and 
they were marked down to $20, 
—a big cut that was made és- 
pecially to crowd the store on the 
day of the sale. The advertise- 
ment which appeared in a morn- 


ing newspaper, through the fault 
of the paper, gave the sale price 


as $2. A crowd gathered rapid- 
ly and the rugs were sold at the 
advertised price, the loss falling 
upon the newspaper. 

Perhaps Mr. Rosenbaum is 
right, however, in the decision 
that he reached not to stand back 
of the advertised price; at any 
rate it can never be definitely 
proved whether he is right or 
wrong, as no one in Brooklyn 
thought well enough of his offer 
to call at the store for the re- 
markably priced coats. 


rr. 


THE DAY OF THE FARMER 


The farmer who is not an amateur 
is a really increasing factor in to- 
day’s life. In fact, farming is rapidly 
becoming one of the professions. We 
have our agricultural schools, just as 
we have our law schools. 

It is getting to be a business as 
well. Farmers have their organiza- 
tions, like other manufacturers. 

It is a far cry from the New Eng- 
land farmer, trying to arrange an ex- 
ploded granite quarry into a stone wall 
that he may have room in which to 
plant his crop, and that master of cap- 
ital, science and black earth ten feet 
deep who plows with a traction engine 
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and reaps with a ten-horse team. And 
between these two types of farmers the 
drift is steadily toward the latter. 

The comic paper does not laugh at 
the granger as frequently as it used 
to laugh. It wants his subscription. 

The capitalist does not foreclose 
mortgages on the prairie farm now. 
He borrows money frem its owner. 

And what is vastly more important 
the entire country looks with respect 
bordering upon apprehension on_ this 
new type of American who has decid- 
ed views on railroads, trusts, and, in 
fact, on every subject, from the “green 
bug” to the lecturer at his Chautauqua. 
This rise of the farmer into national 
significance is welcome in view of the 
inundation of great cities by immi- 
grants who have no significance only 
en masse. 

The farm is the nurser indi- 
vidualism. If you area Thee dweller 
in the city send your boy there this 
summer and let him see what it means 
to create wealth with the help of _na- 
ture rather than with the ticker. You 
will help make him a better American. 
—World To-day. 


oo 


FOREIGN MARKETS. 


Necessity is not a pleasant word, 
perhaps, but it is only an _ ostrich- like 
mind which is blind to the fact that 
American prosperity will depend more 
and more upon our success abroad, 
and that a nation which has, by its 
own unaided efforts, raised itself in a 
bare century to the manufacturing 
level, or higher, of England and Ger 
many must compete more actively with 
them in supplying the needs of that 
vast portion of the world which is un- 
suited to the work of manufacturing 
first-class goods. 

Stripped of their trade with colonial 
possessions, the Far East and South 
America, England and Germany would 
long ago have faced poverty, misery 
and starvation, and either the United 
States must make an active bid for 
more foreign business or undergo a 
wasteful and painful commercial and 
financial readjustment.- Happily there 
is room for all three of us, but if we 
are laggard these other two nations 
will fatten at our expense. 

The bounden duty of the American 
manufacturer to-day is to co-operate 
with the nations of the world that all 
may prosper, ours with the rest. Let 
us show the foreigner that we are no 
longer indifferent to: his wishes, his 
commercial customs and his desires as 
to adaptations suitable to the markets. 
—American Exporter. 


———__ o> —__———_ 


Repetition fastens a matter in the 
mind. An advertisement appearing ten 
times, is more effective than one ten 
times as large appearing but once.— 
Jewelers’ Circular. 


——-+o 


Sanp is one of the important in- 
— in the elixir of success.— 
hicago News. 
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A Roll of Honor 


Ne amount of money can buy a place in this list for a pu per not having the 
requisite qualification. 





Advertisements under this are pted from publishers who, accord- 
ing to the 1 issue of Rowell’s American Newspaper Directory. have submittea for 
that edition of the Directory a detailed circulation statement. duiy signed and datea, 
also from publishers wno for some reason failed to obtain a figure rating in the 197 
Directory, but have since supplied a detailed circulation statement as described above, 
covering a period of twelve months prior to the date of making the statement, sucn state- 
ment being available for use in the 19C3 issue of the American Newspaper Directory. UCir- 
culation figuresin the ROLL oF Honor of the last named cnaracter are marked with an (> ). 





These are generally regarded the publishers who believe that an advertiser has a right 


to know what he pays his hara cash for. 


The full meaning of the Star Guarantee is set forth in Rowell’s American 
Newspaper Directory in the catalogue description of each publication possessing 
it. No publisher who has any doubt that the absolute accuracy of his circulation 
statement would stand out bright and clear after the most searching investigation 

would ever for a moment consider the thought of securing and using the Guarantee Star. 


ALABAMA. 


, Journal, dy. Aver. 1906, 9,844, 
ome newspaper of its city. 


ARIZONA. 


Phoenix, Republican. Daily aver. 1906,6.478. 
Leonard & Lewis, N. Y. Reps., Tribune Bldg. 


ARKANSAS. 


Fort Smith, Times. Evening (except coo and 


Montgome 
The afternoon 


Sunday morning. Daily uveraye 1906, 4,238. 


CALIFORNIA. 


akland, Herald. Average 1906, 


0: 

19,667; Sept., 1907, 28,401. Only Cali- 

Sornia dai y circulation guaranteed by 
Rowell’s Directory. 


COLORADO. 

Denver, Post. Like a blanket it covers the 
Rocky Mountain region. Circulation—Daily 
59,6¢4, Sunday 84,411. 
ta The apsolute correctness of the latest 

circulation rating accoraed 
the Denver Post is guaran- 
teed by the publishers of 
Rowell’s American News- 
paper Directory, who will 
pay one hundred dollars to 
the first person who success- 
fully controverts its accuracy. 


CONNECTICUT. 


Bridgeport, Evening Post. Sworn dy. Aug., 
11,619. 


Bridgeport, Morning Telegram. daily. 
Average for Oct. 1907, sworn 11,912. 
You can cover Bridgeport by using 
Telegram only. Rate, ic. per line, flat. 


Meriden. Journal, evening. Actual average 
Jor 1906, 7,580. First four months 1907, 7.734. 


Meriden. Morning Record and Republican. 
Daily average for 1905, 7,57 5; 1906. 7.672. 


New Haven, Evening Register,cy. Annual 
sworn aver. Sor 1906,14.681; Sunday, 11,662. 


New London, Day. ev’g. Aver. 1906, 6,104; 
aver for Sept., 6,778. Kates obtained cirect. 


Norwatk,tveniny Hour. Daily average guar- 
anteed to exceed 8,800. Sworn circulation 
statement furnished. Covers not only the Nor- 
walks but fifteen small towns adjoining, cover- 
ing a territory of over 40,000 peopie. Has the 
largest circulation of any newspaper in South- 
western Covnecticut. 





Norwich. Bulletin, morning. Average for 
1905, &, 920; 1906, 6,559; June, 1907, 7,209, 


Waterbury. Republican, dy. Aver. for 1905, 
5.648; s96, &.95%. La Coste & Maxwell. 


DISTRICT OF COLUMBIA. 


Washington, Evening Star, daily and Sun- 
day. Daily average for 1906. 85.577 (©©)- 


GEORGIA. 


Atlanta, Journal, dy. Av. 1906, 50,857. Sun- 
day 57,988. Semi-weekly 74,916. ‘The Jour- 
nal covers Dixie like the dew. 


IDAHO. 


Bolse, Evening Capital News, d’y. Aver, 1906, 
4,808; average, July, 1907, 6,188. 


ILLINOIS. 


Aurora. Daily Beacon. Daily average for 
1905, 4,580; 1906, 6,454. 


Cairo, Citizen. Daily average ist. 6 months, 
1907, 1,585. 


Chicago, The American Journal of Clinical 
Medicine, mo. ($1.50), the open aoor to the Ameri- 
can Doctor, and through him to the Arerican 
Public. Guar. 40,000 cir. ; investi’d by A. A. A. 


Chieago, Bakers’ Helper, monthly ($1.00). 
Bakers’ Helper Co. Average for 1#6,4,017(@©). 


Chicago, Breeder’s Gazette, weekly.; $2. Aver 
circulation for year 196. 70,000. For 39 weeks 
ended Sept. 25, 1907, 78,906, 

Chieago, Dental Review, monthly. Actual 
average for 1905, 8,708; for 1906, 4,001, 

Chiengo, Examiner. Average 
Sor 1906. 
649.846 Sunday, 
173,000 Daily. 

Guarantees larger circulation i 

city of i 


UA 
Gy R 
Chicago than an 4 

other morning papers combi L 
. Has certificate frcm Association 
of American Advertisers. 
Circulation for } Sunday, 717.681, 
February. 1907:5 Daily, 192,271. 

Absoiute correctness of latest circulation rat- 
ing accorded the Chicago Exammner is guaran- 
teed by the publishers of Rowell’s Newspaper 
Directory. 


Chicago, Farm Loans and City Bonds. Lead 
ing investment paper of the United states. 


Chiengo, Journal Amer. Med. Ass’n, weekly 
Average six mos., Jan. to July, 1907, 51.210, 
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Chi Record-Heraid. Average 1906, daily 
141,748; Sunday 211,611. Average July, 1907, 
exceeding daily 152,420; Sunday 220,181. 
tz The absolute correctness of the latest 
circulation rating accorded 
the Chicago Record-Herald 
is guaranteed by the pub- 
lishers of Rowell’s American 
Newspaper Directory, who 
will pay one hundred dollars 
to the first person who successfully con- 
troverts its accuracy. 
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Chicago. The Tribune has the largest two-cent 
circulation in the world. and the largest circula- 
tion of any morning newspaper in Chicago. ‘lhe 
TRIBUNE is the onty Chicago newspaper receiv- 
ing (OO). 

Joliet, Herald evening and Sunday morning. 
Average for year ending April 30, 1907, 7,871. 


Peoria, Evening Star. Circulation guaranteed 
more than 21,000. 


INDIANA. 


Indianapolia, Up-to-Date Farming. 1906 av. 
174,584. Now 200.000 4 times a mo.,75c. a line. 


Notre Dame, The Ave Maria. Catholic weekly. 
Actual net average for 1906, 24.612. 


Princeton, Clarion-News. daily and weekly. 
Duily averaye 196, 1,501; weekly, 2,548, 
Richmond, The Evening Item, daily. Sworn 
arerage net pard circulation for nine months 
ending Sept. 30, 1907, 5,141. circulation of 
over 5,00v guaranteed in all 1907 contracts. The 
Item goes into 80 per cent of the RicLmond 
homes. No street sales. Uses no premiums. 
&2@ The absolute correct of thelatest 
circulation rating accorded 
the Richmond Item is guare 
anteed by the publishers cf 
Rowell’s American Newse 
paper Directory, who will 
pay one hundred dollars to 
the first person who successfully contro- 
verts its accuracy. 





South Bend. Tribune. Sworn daily arerage, 
Oct., 1907, 9,755. Absolutely bestin South Bend 


INDIAN TERRITORY 


Ardmore. Ardmoreite, daily, Arerage for 


1906, 2,443, 
IOWA 


Burlington, Hawk-Eye, daily. Arer, 1906, 
8,764. “All paid in advance.” 


Davenport, Times. Daily aver. Oct., 18,257. 
Circulation in City or total guaranteed greater 
than any other paper or no pay for space. 


Des Moines. Capital. daily. Lafayette Young, 
publisher. Sworn average circulation sor 16. 
41.751. Ctrcuiation. City and State. laryest 
m Iowa. More advertis:ny of all kinds in 1906 
iu 392issues than any competitor in 365 issues. 
Rate 70 cents per inch, flat. 


Dea Moines, legister and Leader—daily and 
Sunday —carries more “Want” and local display 
advertising than any other Des Moines or lowa 
paper. Aver. circulation :st 6 mos. ’07, 80,198. 


Des Moines. Iowa State Register and Farmer, 
w’y. Aver. number copies printed, 196, 32,125. 


Sioux City, Journal. Daily average for ist 
. 8,904, 


6 months, 1907, sworn, 2 
day and Evening Editions. 


Sioux City, Tribune. Evening. Net sworn dy. 
aver. (returns deducted) ‘st 6 mos. 1907, 81,122. 
For September 1907, 82,981, 

You can cover Sioux City thoroughly by using 
The Tribune only. Itis su i for by prac- 
tically every family that a newspaper can inter- 
est. Only Guarantee Star paper in lowa. 


Morning, Sun- 





KANSAS. 


Lawrence. World. evening and weekly. 
Copies printed, 1906,daily, 3.7755 weekly, 8,084, 


KENTUCKY. 


Owensboro, Messenger. Daily aver. six mos. 
ending June 30,07, 8,568; aver. Aug., 8,940, 


MAINE, 


Augusta. Comfort,mo. W. H. Gannett, pub. 
Actual averaye sor 1906, 1,271,932. 


Augusta, Maine Farmer, w’kly. Guaranteed, 
14,000, kates low; recognized farmers’ medium. 


Bangor. Commercial. Average for 196, daily 
9.695; weekly 28,573. 


Madison, Bulletin, wy. Circ., 1906,1,581. Now 
over 1,600, Only paper in Western Somerset Co. 


Phillips. Maine Woods and Woodsman,weekly, 
J. W. Brackett Co. Average Sor 1906, 8,077. 


Portland. Evening Express, Arerage for 1906, 
daily 12 806. Sunday Telegram, 8,041, 


MARYLAND. 


Baltimore, American. dy. av. 4st 6 mos. ’07, 
77,052; Sun., 90,827. No return privilege. 


. Beltimere, sae, Sate —, tex? Pub- 
ishing Company verage ' 14. For 
October, 1907, 74,828." 

The absolute correctness of the 
latest circulation rating accorded 
the NEWS is guaranteed by the 

ublishers of Rowell's American 
Newspaper Directory, who will 
pay one hundred dollars to the 
Jirst person who successfully con- 
troverts its accuracy. 


MASSACHUSETTS. 


Boston. Evening Transcript (O@). Boston’s 
tea tuole paper. Largest amountof week day adv. 
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Boston, Globe. Average 1906, daily. 182,986. 
Sunday 295.232. Largest circulation daily ot 
any two cent paper in the United States. Largest 
circulation of any Sunday newspaper in New 
England. Advertisements go in morning and 
afternoon ecitions for one price. 


Be He We we we we 


Woelyoke. Transcript, daily. Act. ar. for year 
ending May, 1906, 7,839; 3 mus, ’07, 7.842. 


Lynn. Evening Item, Daily sworn ar, year 
1906, 15,068; Jan., 1907, av. 16,017. The Lynn 
family paper. Curculation absolutely unap- 
proached in quant.ty or quality by any Lynn 
paper. 


Woburn. News. evening and weekly. Daily 
ar, net puiderr, Murch, 1,528, Wkly, 1.481, 


Worcester, Evening Gazette. Actual sworn 
average for the first six months of 1907, 15,222 
copies daily—nearly 40% increase over 1906. Larg- 
est eve. cire’n. Worcester’s “Home” paper. Per- 
mission given A. A. A. to examine circulation. 


Woreecater. L’Opinion Publi . 1 ° 
Pata ‘averuye for 7906, 4,232, hahaa 
MICHIGAN. 


Bey City, Times, evening Av. for 6 mos. 
to July 4, 1907, 11,002 copies, daily, guaranteed. 
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Jackaon, Citizen-Press, Only 
evening paper. Gives yearly aver- 
ages, not weekly. It’s Jackson’s 
greatest daily. It carries more 
——- and has the largest 

ulation. No secrets. 
te analy average, 7,988. 


Jackaon, Patriot. Average July, 1907, 
82508 Sunda cra 9. rw Greatest net vir 
culation. Veri ed b; y A.A.A. Sworn state- 
ments 





Saginaw, Courier-Herald. daily, 
Average 1906,14,89%; October, 1907, 14, 


19,964; 


Sunday. 
649. “ 


Evening News, daily. Average for 
October, 1907, 20,684. 


MINNESOTA. 
Minneapolis. Farmers’ Tritane, twice a-week. 
W.J. Murphy, pub. Aver. for 1906, 37,886. 
Minneapolia, or 


Daily 
and Sunday ‘© In 1906 aver- 
age daily circu ation, 54,se8. 


a, avera culation 
1907, 37. 
907. 


Ps 16, 


or 


per Directory. It is 
guaranteed to reach the great 


rchasers throughout 
the “ bt and goes into more 
homes than any paper in its field. 
It brings results. 
Minneapolis, Svenska ey ond Poaten. 
Swan J. Turnblad, pub. 1906, 52,010 


Minneapolis, Farm, Stack and Home, semi 
monthly. Actual averag 1905. ST,1B87Z; aver 
age for 1906, 100,266;¢ mos., 1907 104,100. 

The absclute accuracy of Farm 
Stock «& Home's circulation rating 
is guaranteed by by American 
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NEBRASKA. 


Lincoln. Deutsch-Amerikan Farmer, weekly. 
A: erage 1906, Rete 


Lineoln. rele Presse, wee weekly, Actual average 
Sor 1906, 142.989 oe 


NEW HAMPSHIRE. 


Manchester, Union. Ar. 1906, 16, 7. daily. 
N. H. Farmer and Weekly Union, i 56,5) 


Nashua. Telegraph. The only nell city 
Average 8 mos. ending Aug. 31, 1907, 4,422, 


NEW J ere 


Aebury Park. Press. 4.812. Gained 
average of one subscriber a aa for ten years. 


Camden. Daily Courier. fetes average for 
year ending December 3/, 1906, 9,020, 


Elizabeth, Journal. Av. 1994, 5,522; 1905, 
6,515; 1906, 7,842; first 6 mos. 1907, 8,221. 


Jersey City. Evening rah sell Average for 
1906, 28.005. First six months 1907, 24,089. 


Newark. Eve. News. Net dy. av. for 4 
68.022 copies; net dy.av. for Oct., 1907, 67,148: 


Trenton, Kvening Times. Ar. 1906, 18.287; 3 
mos, dy. av. Apr. 30, 07, 20.621; Apr., 20,682, 
NEW YORK. 


Albany. Evening Journal. Daily averaye for 
1906,16.251. It’s the leading paper. 


Batavia, Daily News. Average first 6 mos. 
1907, 27,494. F.R. — Special Rep., N. Y. 
Brooklyn, Y. Printers’ Ink sa; 

THE STANDARD UNION now has ti +4 

largest circulation in Brooklyn. Daily 
average 6 mos. 1907, 58,449. 

Buffalo. Courier, morn, Av./906, Sunday. ~ 

168; daily, 58.681; Enquirer, even.. 32.688. 








r 


Newspape 
ey mene Rag conygine ito the Sarmers 


estern 
Wisconsin at Morthern ern Iowa. Use 
it to reach section must projitably. 





CIROULAT’N Minneapolis Tribune. W- 
J. Murphy, pub. Est. 1867. Old 
est Minneapolis daily. The Sun- 
day Tribune average per issue 
Sor the year ending Decembe;, 
1906, was $1,272. The dutiy 

“ Tribune average per issue for 

phe amacad the year ending December, 1906, 

tory. was 103,164. 
St. Paul. PioneerPress. Net average ctrcula- 

a’ ag January—aily 35,802, Sunday #2.- 


The absolute accuracy of the 
Pioneer Press circulation state- 
ments is guaranteed by the Amert- 
can Newspaper Directory. Joa 
scriptions is collected.showing that 
subscribers take the paper because 


they want it, All matters pertain- 
ing to circuiation are vpen to invest: gation. 


Winona, Republican-Herald. Av. Jame, 4,616 
Best outside Twin Cities and Duluth 


MISSOURI. 


News and Press. Circulation 


Jonenh, 
Smith & Thompson, Eust. 


tw, 86,079. 


St. Leuia, National Druggist,mo. Henry R. 
Strong, Editor ana Publisher. Aver. 77 mos. 1907 
10,685 (@ ©). Eastern office, 59 Maiden Lane 


&t. Louis, National Farmer and Stock Grower 
monthiy, Areruye sor 1906, 104.200, 


MONTANA. 


Missoula, Missoulian. Every jorniog: Av- 
erage 172 months ending Dec. 8/, 1906, 5,10 





IN BUFFALO 


If You Want Results at the 
Least Cost 


The Daily Courier 
and Enquirer 


Sworn Circulation 83,982 


THE SUNDAY COURIER 


Sworn Circulation 90,560 


Are The One Best Bet 


They have the largest City cir- 
culation, and the best subur- 
ban circulation of any Buffalo 
newspapers. 


W. J. CONNERS, Proprietor 
W. S. Bennett, Business Manager 


HAND, KNOX & CONE CO. 
Foreign Advertising Representatives 
Boyce Bipc. Brunswick Buipe. 
CHICAGO New York 











Buffalo, Evening _— Daily average 1906, 
94.690; for 1906, 94,74 
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Corning, 
6.235; 1905.6 


Leader, evening. Arerage 1904, 
1395; 1906, 6,585; Feb. av., 6,820. 


Mount Vernon, Argus. evening. Actual daily 
average for 12 mos. ending Sept. 30, ’07, 4,424. 


Newburgn. News. daily. Ar. '06,5,.477; 4,000 
more than all other Newburgh papers combined. 


New York City. 


Army & Navy Journal. Est.1863. Actual weekly 
av. Sor '06.9.706 (OO). 4 mos. to Apr. ’07, 9,949. 


Automobile, wutay. Average for year ending 
Dec. 28, 1906, 15,212 sedis 


Baker’s Review, monthly. W.R. Gregory Co., 
publishers. Actual average for 1906, 5.488. 


Benziger’s Magazine, the only popular Catholic 
Family Magazine published in tbe United States, 
Guaranteed cire’n, 75,000; 50c. per agate line. 


r, weekly (Theatrical). Frang Queen 
paw’ ee . Ltd. Aver. for 1906, 26.611(O 0). 


El Comercio, mo. Spanish export. J. Shepherd 
k Co, Average for 1906, 8,542—sworn. 


Music Trade Review, music trade and art week- 
ly. Average Jor 1906, 5.109. 


Printers’ Ink, a journal for 
advertisers, published every 
Wednesday. Established 1888. 
Actual weekly average for 
4906, 11.708, 


UA 
at ey 
TEED 


The People’s Home Journal. 554.916 mo, 
Good Literature, 452.500 monthly, average cir- 
culations for 196—all to paid-in-advance sub- 
scribers. F. M. Lupton. pubiisher. 


The Tea and Coffee Trade Journal. Average 
circulation for year, ‘Weed Nov, 1907, 8,584; 
Nov. 1907, issue, 10,0 

The Worid. Actual arer. for 1906, Morn.. 818.+ 
664. Evening, 559.057. Sunday, “442.228. 


Rochester, Case and Comment, mo., Law. 
Av. for year 1906,22.601. Guaranteed 20,000. 


Schenectady. Gazette, daily. A. Liecty. 
Actual average for 1905, 18.053; 1906, NL S00. 


Syraeune. Evening Ileraid. daily. Herald ('o. 
pub. Aver, 1906, daily 35.206. Sunday 40,064. 


Troy, Record. Average circulation 
1906, 801. Average October, 1907, 
20,888." Only paper in city which has 
permitted A. A. A. examinatio.. 


Utiea. National Electrical Contractor, mo. 
Average for 1906, 2.620. 


Utien. Press. daily. Otto A. Meyer, publisher. 
Average for year ending Murch 31, 1907, 14.927. 


NORTH CAROLINA. 


Raleigh, Times. Sworn statement can be 
furnished showin; circulation of the Raleigh 
Evening Times, Raleigh, N. C.,has not been less 
than 5,000 since November, 1905. The Times is 
North Carolina's foremost afternoon paper. 


NORTH DAKOTA. 


Grand Forka, Normanden. Av. yr. 705, 7,201. 
Aver, for year 196, 3,180. 


OHIO. 


daily. Actual guerage Sor 


Ak Times, 
1906" ‘September, 1907, 9,778. 


year 1906, 8,977 


Ashtabula. Amerikan Sanomat. 
Actual average for 1906. 10.690, 


Finnish, 


1 and, Piain Dealer. Fst. 1841. Actual 
Ry Je 1906, 72,2163 Sunday. 88,869; 
Oct. 1907, 74.844 daily; Sun., 86,87 


PRINTERS’ INK. 


Ooshocton, Age, daily. Net average 1905 

-757. Verified by Asso. Amer. Advertisers 
Coshocton, Times. dy. Net ’06, 2.128; ¢ mo 

C7, 2,416. No cash books fixed to fit paddea cir, 


Dayton, The I. L. U. Home Journal, mo 
(Formerly Laborers’ Journal). National cir. Av. 
A or year ending April 30, ’07, 14.811 copies, 
Critically read by 36, 500 members of THE. U. 
GRAND LODGE, the fraternal, beneficiary order 
of wage-workers. 5c. agate line, flat rate. 


Dayton, Journal. 


First six months 1907, act- 
ual average. 24,196, 


London, Democrat. semi-weekly. Actual aver. 
age for 1903, 8,668; now guarantees 4,000, 


Springfleld. Farm and Fireside. over 4 cen- 
tury leading Nat. agricult’] paper. Cir.485,000, 


Warren, Daily Chronicle. Astost ome 
Sor year ending December 31, 1906, 2,63 


Youngatown. Vindicator. Dy. av.'06, 18.740: 
Sy. 10,001: LaCoste & Maxwell, N.Y. & Chicago. 


OREGON, 


Mt. Angel. St. Joseph’s-Blatt. Weekly. May 
3, 1907, 19.188. 


on arene Journal, daily Average 1904, 
5,578; for Oct., 1907, 28,469. The 
on correctness of the latest circula- 
tion statement guaranteed by Rowell’s 
American Newspaper Directory. 


Portland, Pacific Northwest, mo.; av. /st 6 mo. 
1907,16,000. Leading farm paper in State. 
PENNSYLVANIA. 


Chester, Times, ev’g 7, Average 1996. 7.688, 
N. Y. office, 220 B’ way. F.R. R. Northrup, Mgr. 


Erte, Times. Ce era Aver. 


P vad an, , Fatim 
Oct., 1907, 18,545, E. Lina A ° 


9-5 NV. 


Harrisburg, Telegraph S Sworn av. Oct., 14,- 
582. Largest paid circulat’nin H’b’g or no pay 


Philadelphia, Confectioners’ Journal. 
AV, 1905,3.470; 1906, 5.514 (OO). 


Tke Philadelphia 
BULLETIN’S 
Circulation. 


The following statement shows the actual 
circulation of THE BULLETIN for each day in 
the month of Octover, 1907: 


mo, 


UA 
AN 
TEED 


CW IAM woe 





Total for 27 days, 6,213,081 copies 
NET AVERAGE FOR OCTOBER 


230,114 copies a day 


“The Bulletin’s” circulation figures are net; 
all damaged, a free and returned copies 
have been omitt 





WILLIAM L. McLEAN, Publisher. 
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FARM JOURNAL is = onl; 
the United States bich foe 
awarded all four of the sisting uishin 
ee by Printers’ Ink. It isa Gol 
ark paper, and was award 

Seventh Sugar Bowl, has th > ton = 
antee Star, and included in the “Roll 
of Honor. 


Philadelphia. The Press is 
Philadelphia’s Great Home News- 

paper. esides the Guarantee 
Btar, it has the Gold Marks and = 
on the Roll of Honor—the t 
most desirable distinctions for 
any newspaper. Sworn average 
circulation of the daily Press for 
1906, 100,548; the Sunday Press, 137,863. 


aa) 


Pittsburg, Les The Team Owners’ Review. 
High-grade month’ ly trade ers first-class ad- 
vertising medium. Circula among Team 
Owners, Hauling Contractors, "Tranter Express, 
Carting and Draying Companies, the largest 
consumers of Horse Goods, Saddlery, Stable 
Supplies, Wagons, ‘trucks, etc. 


Scranton, Truth. Sworn circulation for 1906, 
14,126 copies daily, with a steudy increase. 


Went Cheater. Local News, 
daily. W. H. Hodgson. Averayefor 
1905, 15.297. In its 35th year. 
Independent. Has Chester County 
and vicinity for tts field. Devoted 
to gg news. hense 1s 2 home 
paper. ter County is second 
in The State in agricultural wealth. 


UA 
GUAR 


Ww eet, Grit. 
Family Newspa, 


“America’s Greatest 
per.” Aver. 70 mos.,’07, 284,111. 
Circulated in over 13,000 small c ities, towns and 
villages. Home circulation. Guaranteed. 


Y ot Dispateb and Daily. Average for 1906, 


17,76 
RHODE ISLAND. 


Pawtucket. Evening Times, Aver, circulation 
for 196, 17.11% (sworn), 


Previdenee. Daily Journal, 18,051 (@60), 
Sunday, 21,840. \O@O). Erening Bulletin &86,- 
620 averave (96. Providence Journai Co.. pubs. 


Providence. Tribune. Morning 70.341. 
Eveniny 81.118: Sunday. 16,320. Most 
progressive on ed inthe fleld. Evening 
editi on guaranteed b; d by Rowell’s Am. N.D. 
Westerly.Sun. Geo. H. Utter, pub. aver. 1996, 
4.627. Largest circulation tn Southern R. 1. 


SOUTH CAROLINA. 


Charleston, Evening Post. Actual dy. aver- 
age for 196, 4.474. Decemoer, 1906, 4.755. 


Columbia, State. Actual aver- 
age for 1906, weekly, , ee 11, BST 
— semi- prong 

y (‘O®. 228, ye 
soured e % pody six months, 1907 
daily Oo) 12,940, Sunday (@@) 
18,769. 


3UA 
Gan 
TEED 


Spartanburg. Herali Actual average cir- 
culation for first nine months 1907, 2,621. 


TENNESSEE. 


Chattanooga, News. Arer. 3 
mos. endiny Dec. 31, 1906. 14.707. 
Only Chattanooga paper permit- 
ting examination circulation by 
Assoc. Am. Advertisers. Carries 
more advg. in 6 days than morn- 
ing paper7 days. Greatest Want 
3 Ad medium. Guurantces largest 
circulation or no pay. 





37, 1906, 18 Week-day average now 
in excess of 15,000, The leader. 


mphis, Commercial Appeal. daily. sunday. 
weekly. First six months cg e. Dy., 41, 
Sunday, 61,485; weekly, 8 212, ‘smith & 
Thompson, Representatives. N. 13 and Chicago. 
Nashville, Banner, daily. Aver. for vear 1906, 
81,455; Jan. 1907, 88.2838: Feb. 1907, 8T.27 1. 


TEXAS. 
El Paso, Herald. Oct.. ar., 8,155. More than 
both other El Paso dailies. Verified by A. A. A. 


VERMONT. 


Barre. Times. sane. F.E. Langley. Aver. 1905, 
8.527; 1906,4,.115 


Bennington. enn oan T. E. Howe. 
Actual average for 1906, 1.980. 


uitlington, Free Press. Daily average for 
8.459. Largest city and State circula- 
rece Examined rey Asso. of Amer. Advertisers, 


Montpelier. Argus, —_. Actual average 
Sor 1906, 8,280 copies per issi 

Rutland. Herald. Average 1908, 8 $ 
erage 1905, 4.236. Average : 1906, rei 


St. Albans, Messenger, daily. Actual average 
Sor 1905,8,051; Sor 1906, 8.388 copies per issue. 


VIRGINIA. 


Danville, The Bee. Av. 1906, 2,867. Oct. 
1907, 2,828. Largest cir’n. Only eve’g paper. 


Richmond. Modern Farming, mo. <Arerage 
Sor sirst five months of 1907, 14,425. 


WASHINGTON. 
Seattle, Post et (OO). 
Av. a r Oct.. 7, net—Sunday 
48,8 63 Daily, 85 B08; week day 


Atal $4,041. Only sworn circulation 
AN 
TEED 


Knoxville, Journal and ‘Tribune. 
4 Daily eS She. Ww year ending December 


At- 


in "Seattle. Largest genuine and 
cash paid circulation in Washing- 
ton ; highest quality, best service 
greatesc results always. 


Seattle. The Daily and Sunday 
Times lead all newspapers on the 
Pacific Coast nortn of i Angeles 


inches display and 180.000 lines of 

classified. That tells the story of 

ore, Average for 1906, was 42,172 daily, 

eK Ty) ‘Average Sor Soke 1907, were 

a torning 16,799, Evening 47,457, Sunday 

6,801. You ‘get ti the best — ant | largest 

pn of proven circul — jed 

when you buy space in the tT: mes, a bigyest 

newspaper success of the last decade on the 
Pacific Coast. 


Tacoma, Ledger. Average 1906, daily, 16,059; 
Sunday, 21,798. 
Tacoma. News. 
urday, 17,610, 
WEST VIRGINIA. 


Parkersburg, Sentinel. daily, R. E. Hornor, 
pub. Averaye for 1906, 2,640. 





Averuge 1906,16,109; Sat- 


Ronceverte. W.Va. News. wy. Wm. B. Blake 
& Son, pubs, «Aver. 1906, 2,220, 


WISCONSIN. 


NO TIGHT MONEY HERE. 

$125,000 was paid November 16th to sugar 
beet growers at Janesville, Wisconsin, the home 
of the Ja Janesville GAZETTE. This was the first of 
several monthly disbursements and the money 
goes into immediate circulation, A million and 
a half or more in cash from sugar beets and to- 
bacco this year. Every 30 persons out of 39 in 
this — onal field are GAZETTE ers, Proof 
of it to pho. 
- + oA ON. 1509 Home Life Bldg., N. Y. 

W. ALLEN. 1502 Tribune Bldg., Chicato. 
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Madisen, State Journal, dy. Average 1906 
8.602; Jan., Feb., Mar.,1907, 4,884; Apr., 5.106. 


he Journal, eve. | for 1906, 5,1 


k 
True to its record for the preceu- 
ing months of 1907 Tne JOURNAL 
(six days) for the month of Octo- 
ber carried more advertising than 
did any other evening newspaper. 
and aiso more t id any seven- 
day newspaper—and all of it clean 
copy and at full rates. The JOURNAL’s city cir- 
culation. “In Every Other Home in the City,” is 
larger than isthe total circulation of any other 
Milwaukee daily. The JOURNAL is supreme in 
its field for classified advertising. These facts 
make the Milwaukee situation clear to away- 
trom-home advertisers. 

The JOURNAL’s local advertising bureau is of 
the greatest value to foreign advertisers. 1: 
= it at your pleasure. Sample comes, rates 
and detailed circulati A 


‘or one year 

sent upon uest. 
Average reulation for October, 52,450 
daily; gain over October, 1906, 7,218 daily. 


Milwaukee, Evening Wisconsin, d’y. Av. 1900 
28.480 (©©@). Carries largest amount of ad- 
vertising of any paper in Milwaukee. 


Oshkosh, Northwestern. daily. Average for 
1906, 3.099. 


fzoe | WISCONSIN 

eat’ AGRICOLTORIST 
Racine. Wis., Eatab. 1877. 
Actual weekly average Ly year 
ended Sept. 80, 1907, 56,086. 
La: crrculation in Wiscon- 
sin thanany war r. Adv. 


#3.50 an tnch. N. Y. ice, Tem- 
ple Ct. W.C. Richarason, Mgr. 





10. 


ee 
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WYOMING. 
Cheyenne, Tribune. Actual daily averave vet 
5,126; semi-weekly, 9 mos., 07, 4,204 


BRITISH COLUMBIA. 

Vancouver, Province. daily, A 
1906,10,161; Oct. 1907, 15,015. H. 
U.S. Kepr., Chicago and New York. 


MANITOBA, CAN. 
Winnipeg, Free Press. d&ily and weekly. Ap- 


erage for 1906, daily, 84,559; daily Oct. 1907, 
86,207, wy. av. for mo. of Oct., 21,620. 


e for 
LeClerque, 


Winnipeg, Der Nordwerten. Canada’s Ger. 
man newsp’r, Av. 1906,16.177. Rates 56c. inch, 


Siiauipey, Telecram. Average 6 mos. 197, 
ee ‘lat rate, 3c. 


22,961. kly av. 19,586, 
ONTARIO, CAN. 


Toronto. Canadian Implement and Vehicle 
Trade, monthly. Average sor 1906, 6,125 


Toronto, Canadian Motor, monthly, Average 
circulation for 196 4,540, 


QUEBEC, CAN. 


Montreal, La Presse. Actual average, 1 
daily 100,087, weekly 49,992. 
_—______ 

Montreal, The Daily Star and 

The Family Heraid and Weekly 

Star have nearly 200.000 subscrib- 

ers, representing 1.000,000 readers 

—one-fiftn Canada’s ulation. 

Av. cir, of the Daily Star for 1106, 

60,954 copies daiiy; the Weeily 

Star, 128,452 copies each tesue. 








THE WANT-AD MEDIUMS 


A Large Volume of Want Business is a Popular Vote for the 
Newspaper in Which It Appears. ; 








Advertisements under this 


heading are only desired from 


papers of the requisite grade and class. 





COLORADO. 


W ANT advertisers get best results in Colorado 
Springs Evening Telegraph. 1c. a word, 


CONNECTICUT. 


N ERIDEN, Conn.. MORNING RECORD; old es- 
4 tablished family newspaper; covers field 
60,000 high-class pop.; leading Want Ad paper. 
Classifiea rate. cent a word: 7 times.5 centsa 
word. Agents Wanted, half a cent a word. 


DISTRICT OF COLUMBIA. 
dy = EVENING and SunDAyY STAR. Washington, 


. ©. (@ ©). carries DOUBLE the number of 
WanT ADs of any other paper. Rate lc. a word. 


ILLINOIS. 


: or ~ Champaign NEws is the leading Want ad 
medium of Centra! Eastern lilinois. 


, r= TRIBUNE publishes more classified ad- 
vertising than any other Chicayo newspaper. 


667EARLY everyboay who reads the Eng- 

N lish language in. around or about Chi. 
cago,readsthe DAILY NEWS,” says the Post-o; 
Reriew. and that’s why the DalLy News is Chi- 
cago's ‘want ad’’ directory. 





IANA, 

fPHE INDIANAPOLIS NEWS prints every day 

every week. every month and every year. 
more paid classified (want) advertisements than 
all the other Indianapolis papers combined. The 
total number it printed in 1906 was 315,300, an 
average of over 1,000 every day, which is 126,929 
more than all the other Indianapolis papers had. 


STAR LEADS IN INDIANA. 


Daring the last ten months the InpIANAPoOLIS 
Srak carried 509.58 more columns of paid classi- 
fied advertising than carried by its nearest «om- 
petitor during the same period. The STaR gained 
1646.69 columns over the corresponding months 
of last year. During the past two years the 
St4r’s circulation ha dthat of any other 
Indiana newspaper. 





8 
Kate, six cents ver line. 





The Lake County Times 


Hammond, Ind. 


An Up-to-Date Evening Paper. Four Edi- 
tions Daily. 

The advertising medium par excellence of 
the Calumet Region. lead by all the pros- 

rous vusiness men and well-paid mechan- 

cs in what has been accep as the 

‘Logical Industrial Center of America.” 

Guaranteed circulation over 10,000 daily. 
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IOWA. 
HE Des Moines REGISTER AND LEADER; onl 
morning paper: carries more an i - 
vertising than any other lowa newspaper. One 
cent a word, m’thly rate $1.25 nonp. line, dy.& Sy. 


’ [ HE Des Moines CapirTat guarantees the lar- 

gest city and the largest total circulation 
in lowa. The Want columns give splendid re- 
turns always. ‘Ihe rate is 1 cent @ word; by the 
month $1 per line. It is published six evenings 
a week; Saturday the big day. 


MAINE. 


HK EVENING ExpREss carries more Want ads 
than all other Portiand dailies combived, 


MARYLAND. 
ee Baltimore News carries more Want Ads 
than any other Baltimore daily. It is the 
recognized Want Ad medium of Baltimore. 


MASSACHUSETTS, 
f{\HK Boston KVENING i is the great 
resort guide for New Englanders. ‘hey 
expect to find all good places listed in its adver- 
tising columns, 


KWH He He 


PHE BUSTON GLOBE, daily and Santer. for 
the year 1906, printed a total of 444,75: ‘paid 
Pith ads. There was a gain of 17,530 over the 
awd 1905, and was 201,569 more than any other 
Boston paper carried for the year 1906. 


KAW KK I 


3() WORD AD, 10 cents a day. DaILy ENTRR- 
PRISE, Brockton, Mass. Circulation, 10,000. 


MINNESOTA. 


HE MINNEAPOLIS hata the is the recognized 
Want ad di 





T. PAUL DISPATCH, St. Paul, Minn., covers 
its fleld. Nine months’ average, 


The Minneapolis JOURNAL, Daily 
and Sunday, cerries more clas- 
sitied advertising than any other 
ery new ere ood No free 
Wants and no voyant nor 
——— medicai advertise- 
ments printed. Ciussified Wants 
printed in Oct., 180,740 lines. 
bividual advertisements, 25,757. 
Eight cents per agate line per in- 
sertion, if cha No ad taken 
for less than 24 cents. If cash ac- 
©©] companies order the rate is Ic. a 
word. No ad taken jess than 20c. 


CIRO LAT’N (HE MINNEAPOLIS TRIBUNE is 
the oldest Minneapolis daily 
and has over 100,000 sub-cribers. 
t publishes over 80 col of 
Want advertisements every week 
at full price Ce of two 
pages a day); no free ads; price 
— both pray and even- 
te. cents per 
by Am. Newee ]15. pony 
paper Di'tery line, Haily or Sunday. 





MISSOUKL. 
‘HE Joplin GLop* carries more Want ads 
than all other papers in Southwest Missouri 
combined, because it gives results. One centa 
word, Minimum, lic. 


MONTANA. 


TS Anaconda STANDARD is Montana’s great 
ant-Ad” medium; ic. a word. Average 
creulalta n (first 6 mos. 1907), 11,187; Sunday, 15,068. 


NEBRASKA. 


TH AMERICAN FARM LIBRARY, Edgar, Nebr. 
Monthly. Cireul'n 25,000, Rate, 2c. per word. 





NEW JERSEY. 


EWARK, N. J, FRErE ZEITUNG (Daily and 
« Sunday) reaches bulk of city’s 100,000 Ger- 
mans One cent per word ; 8 cents per month. 


ERSEY CITY Evenine JouRNAL leads all other 

Hudson County newspapers in the number 

of classified ads carried. it exceeds because ad- 
vertisers get prompt results. 


NEW YORK. 


A= EVENING JOURNAL. astern N. Y.’s 
best paper for Wants ana classified ads. 


AILY ARGUS. Mount Vernon. N.Y. Great- 
est Want ad meaium in Westcbester County. 


I UFFALO NEWS with over 95,000 circulation, 

isthe only Want Medium in "Buffalo and the 
strongest Want Medium in the State, outside of 
New York City. 


RINTERS’ INK, published weekly. The rec- 
ognized and leaaing \Wantad medium for 
want ad meuiums. mail order articles, advertis- 
ing novelties, printing, typewritten ci:cuiars, 
rubber stamps, office devices. adwriting, balf- 
tone making, and practivally anything whicn 
interests and appeals to advertisers and busi- 
ness men, Classified aavertisements. 20 cents 
a line per issue flat, six words Co a line.’ 


OnLo, 


OUNGSTOWN VINpDIcCATOR—Leading Want” 
medium, lc. per wora. Largest circulation. 


OKLAHOMA, 


4 i OKLAHOMAN Okla. City, 21,040. Publishes 
more Wants than avy 7 Ukla. competitors. 


PENNSYLVANIA. 


ut tes Chester, Pa., TIMES carries from two to 
five times more ciassifiea ads than any 
Greatest circulation. 


RHODE ISLAND, 


Hi: EVENING RULLETIN—By far the largest cir- 
culation and the best Want medium in Rk. 1, 


other paper. 


ROVIDENCE TRIBUNE, morning and even- 
ing, 43,900, brings results, cost the lowest. 


SOUTH CAROLINA. 
HE Columbia STATE (O©) carries 
more Want ads than any other 

South Carolina newspaper. 


CANADA. 


A PRESSE, Montreal. Largest daily circula- 

tion in Canada witnout exception. (Daily 

100.087. Saturdays 117,000—sworn to,) Carries more 
want ads than any newspaper in Montreal. 


di HE DatLy TELrGRraPH, St. John, N. B., is the 
want ad medium ot the maritime provinces. 
Largest circulation and most up to-date paper of 
Eastern Canada. Want ads oue cent a wo 

Minimum charge 25 cents. 


= Montree] DAILY STAR carries more Want 
vertisements than aj] other Moncrea) 
The FamILy H&RaLD AND 
arries more Want advertisemeuts 
r weekly paper in Canada. 


dailies combined. 
WEEKLY ST’ 
than any o° 


PUZZLE—WHAT DO THEY 
WANT? 





BU SINE ss + DEPORTE? NITIES. 


MERCHAN: r ‘who likes to practise with 
the feather fan trade in the U.S. A. may 
dispose of.capable expert. Write R. 3197, 
care of HAASENSTLEIN & VOGLER AG., 
Vienna I. (Austria). 





ae, ¥. Sun, Nov. 15, 1907+ 
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(o ©) GOLD MARK PAPERS@0) 








Out of a grand total of 22,898 publications listed in the 1907 issue of Rowell’s American Newspa- 
per Directory, one hundred and twenty are distinguished from all the others by the so-called gold 


marks (@©). 





ALABAMA. 
THE MOBILE REGISTER (©©). Established 
1821. Richest section in the prosperous South. 
WASHINGTON, D. c. 


rly ENING AW in Washington subscribes to 
EVENING AND SUNDAY STAk. Average, 
906. $6,877 (CoJo} 


ILLINOIS, 
THE INLAND PRINTER, Chicago. (© ©) 
ualaverage circulation for 1905, 15,866. 


BAKERS’ HELPER (© ©), Chicago. ouly “Gold 
Mark” journal for baxers. Oldest, best known. 

TRIBUNE (© ©). Only paper in Chicago re- 
ceiving this mark. because TRIBUNE ads bring 
satisfactory results. 


KENTUCKY. 
LOUISVILLE COURIER-JOURN4L 
Best paper in city; read by best people. 


Act- 


(©). 





MAINE. 

LEWISTON EVENING JOURNAL, daily, aver- 
age August, 1907, 8.067; weekly, 17,705(© 6: 4 
increase daily over last year. 

MASSACHUSETTS. 

Beaton, Am. Wool and Cotton Reporter. Rec 
ognized organ of the cotton and woolen indus 
tries of America (Q©). 


BOSTON EVENING TRANSCRIPT (@©). estab- 
lished 1830. The only gold mark daily in Boston. 


TEXTILE WORLD RECORD (©6), Boston. The 
—r through which to reach textile mills 
using | ,885,000 horse power. 


WORCESTER L’OPINION PUBLIQUE (@6) is 
the leading French daily of New Engiand. 


MINNESOTA. 


PIONEER PRESS (@6O). St. Paul, Minn. 
reliable paper in the Northwest. 


Most 








A Timely Suggestion. 


People are economizing and consequently have 
unusual interest in the advertisements in the 
newspapers. q There are only seven English 
morning newspapers of general circulation in 
New York City, and they serve a constituency of 
7,000,000 people. @ It is wise, not costly, and 
will prove profitable to advertise judiciously in all 
of those seven excellent newspapers; but if you 
must discriminate, it is well you should know that 
the daily circulation of Zhe New York Times has 
passed 150,000 copies. More than three-fourths 
of this circulation is in the metropolitan district of 
New York, including Brooklyn, the Bronx, Jersey 
City and Newark, and its circulation in this dis- 
trict nearly equals, if it does not exceed, the com- 
bined circulation of the three morning newspapers 
which are popularly classed with The New York 
Times as to quality and character of circulation. 


The New York Cimes 
* Allthe News That’s Fitto Print.’’ 


If your advertisement is also “‘ fit to print ” it is welcome 
to the columns of THE NEW YORK TIMES. Ques- 
tionable advertisements of every description are excluded. 








) 


wsDa- 


1 gold 
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THE MINNEAPOLIS JOURNAL (© ©). Largest 
bome circulation and must productive circula- 
ticnin Minneapolis. Carries more local advertis- 
ing, more classified advertising and more total 
advertising than avy paper in the Northwest. 


NEW YORK. 
NEW YORK TIMES (©©). Largest gold-mark 
sales in New York. 


BUFFALO COMMERCIAL (©©). Desirable 
because it always produces si satisfuctory results. 


EROOKLYN EAGLE (@©) i (OO) is THE advertising 
meuium of Brooklyn. 


NEW YORK DRAMATIC MIRROR (OO). The 
tindieat theatrical paper of the world. 


THE POST EXPRESS (©©). Rochester, N.Y. 
Best advertusing medium in this section. 


ENGIN? ZRING NEWS (@©).—An acknowl- 
edged authority.—Tribune, Lawrence, Kan. 


ARMY AND NAVY JOURNAL, (© ©). First in 
its class in circulation, influence and prestige. 


SCIENTIFIC AMERICAN (© ©) has the largest 
circulation of any technical paper in the world. 


VOGUE (©©) carried more advertising in 1906 
than any other magazine, weekly or monthly. 


DRY GOODS ECONOMIST (6), the_recog- 
nized authority of the Dry Goods and Depart 
ment Store trade. 


ELECTRICAL REVIEW (© ©) covers the field. 
Read and studied by thousands. (Oldest, ablest 
electrical weekly. Reaches the buyers, 


NEW YORK HERALD (©©). Whoever men- 
tions America’s leading newspapers mentions 
the New York HERALD first 


CENTURY MAGAZINE (© ©). There area few 

people in every community who know more 
fan all the others.- These people read the 
CENTURY MAGAZINE. 


STREET RAILWAY JOURNAL (©©). The 
foremost ae on city and interurban rail- 
roading. Av. circulation S 200 weekly. 
McGRAW PUBLISHING COMPANY 


HARDWARE DEALEKs’ MAGAZINE, 
in 1906, average issue, 20,791 (OO.) 
*pecimen copy mailea upon request, 

D. T. MALLETT, Pub.. 253 Kroadway, N. Y. 


THE ENGINEERING RECORD (©©). The 
most pro; gressive civil engineering journal in 
the world. Circulation averages over 14,000 per 
week. MCGRAW PUBLISHIN 3 COMPANY, 


FOREST AND STREAM (ce) 


Largest circulation of any - en 's week 
Goes to wealthy recreationists, Write 


NEW YORK TRIBUNK 2 ©). daily and Sun- 
day. Established 1841. A conservative, clean 
andup-to-date newspaper, whose readers repre- 
sent mnteilect and purebasing power toa bign- 
g: ade advertiser 


ELECTRICAL WORLD (@@)._ Established 1874. 
The great international weekly. Cir. audited, 
verified and certified by the ‘Anecciation of Amer- 
ican Advertisers, Av. weekly cir. during 1906 
was 18,827. MoGRAW PUBLISHING COM ANY. 


PENNSYLVANIA. 

THE PRESS (© ©) is Philadelphia’s Great 
Home Newspaper. It is on the Roll of Honor and 
bas the Guarantee Star and the Gold Marks—the 

three most desirable distinctions for any news- 
paver Sworn circulation of The Daily Press, 
for 1906, 100,548; The Sunday Press, 137,863. 


THE PITTSBURG 
© DISPATCH ‘oe 


that judi advertisers 
always select first to cover the rich. pro- 
ductive. Pittsburg field. Only two-cent 
morning paper — & prestige most 
profitable to advertisers. rgest home 
delivered circuJation in Greater Pittsburg. 

















RHODE ISLAND, 


PROVIDENCE JOURNAL (© ©), a conservative 
enterprising newspaper without a single rival. 


SOOTH CAROLINA, 
THE STATE (©O). Columbia, S. C. Highest 
quality, largest circulation in South Carolina. 
VIRGINIA, 


THE NORFOLK LANDMARK (@©) is the 
home paperof Norfolk, Va. That speaks volumes. 


WASHINGTON. 


THE POST INTELLIGENCER (© 2. Seattle’s 
most progressive paper. Oldest in te ; clean, 
reliable, influential. All home circulation. 


WISOUNSIN. 


THE MILWAUKEE EVENING WISCONSIN 
(OO), the only gold mark daily in Wisconsin 


CANADA. 
THE HALIFAX HERALD (© ©) and the EVEN- 
ING MAIL. Circulation 15.558, flat rate. 
te 


ONE EDITOR’S VIEWS. 

Alfred Harmsworth, of the Lon- 
don Datly Mail, is quoted as follows 
in the Bookman: 

“T believe in hard work, but hard 
work is not enough. 

“T believe in travel. 

“T believe that half the journalistic 
notions of what the public wants to 
read is wrong. 

“I believe that the public is a far 
better critic than is usually imagined. 

“T believe that the public does not 
care one iota about size; if anything, 
a small journal is preferred to a large 


one. 

“T believe that price has very little 
to do with the success of a_publica- 
tion. 
“T believe the attractions of illus- 
trated journalism are enormously over- 
rated. 

“T believe the value of colored il- 
lustrations is grossly exaggerated. 

“T believe party journalism to be 
practically dead. 

“T believe in independence.” 

ee 


FOWL SUBSTITUTION. 


“t7’s JUST AS GOOD.” 
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Printers’ Ink. 


A JOURNAL FOR ADVERTISERS, 


THE PRINTERS’ INK PUBLISHING 
COMPANY, Publishers. 


OFFICE: NO. 10 SPRUCE ST., 
NEw YORK City. 
Telephone 4779 Beekman. 


President, ROBERT W. PALMER. 
10 Spruce 8t., New York City. 
Treasurer, GEORGE P. ROWELL, 
10 Spruce 8t., New York City. 
London Agent, F. W. Sears, 50-52 Ludgate Hill,E.C 


t@ Issued every Wednesday. Subscription 
price, ‘er dollars a year, one dollar for six 
mont On receipt of five dollars four paid 
subecrij ptions, sent in at one time, will be os 
pg z, = Fd each and a larger num 

rate. Five cents a copy. Three 

dollars a “a hundred. Being printed from stereo- 
es, itis always possible to supply back 

numbers, i “it wanted in lots of 500 or more, but in 
& such cases the charge will be five dollars a 


a 
ADVERTISING RATES 
Advertisements 20 cents a line, pearl measure 
a ye to the inch ($3); 200 lines cothe! age ($40) 
— if now Vg double pgioe ng age d. 

m time contracts the opy is repeated 
wien new c Py fails to Ang to d one week 
in advance o! of publication, 

Contracts by! e month, quarter or year, May 
di d at t of the ad 


e p vertiser, 
and space used paid | for. pro rata, 
Two lines adver t taken. Six 
words make a line. 
= appearing as reading matter is in- 


All advertisements must be handed in one 
week in advance. 














New York, Nov. 27, 1907. 








To say what you can do in a 
concise, lucid way, and then do 
what you say, is good advertis- 


ing. 

A MAN has no adequate idea of 
the infinity of space until he has 
to pay for it at so much per 
agate line. 


Buyers want something more, 
even, than cheapness and good 


quality. They want to have an 
assemblage of qualities not easily 
named (fitness and style in gar- 
ments, for instance) that bring 
perfect satisfaction. 


A NASSAU STREET restaurant, 
in New York, has the skin of a 
large, black bear displayed in 
front of the establishment with a 
placard thereon bearing this in- 
scription: “He who once wore 
this skin is now good meat and 
steaks within.” 


A MERCHANT once said, “I ad- 
vertised yesterday, and the day 
before ;’—but this is not an ex- 
cuse against but a reason for, 
advertising to-day and to-mor- 
row, 


THe November meeting of the 
New York Sphinx Club was 
given up at the last moment, ap- 
parently on account of a general 
desire on the part of many mem- 
bers to remain away. The Oc- 
tober meeting brought out a rec- 
ord attendance to listen to a 
Bostonian who is still chuckling 
over the manner in which he 
pulled the wool over the eyes 
focused upon him, and the No- 
vember meeting, which was to be 
addressed by another Bostonian 
who really knows something 
about advertising, lapsed on ac- 
count of general apathy. Suchis 
the power of the great “National 
Weekly” to influence public 
opinion. 


Hard The Little School- 
Ti master wonders 
mes. oftentimes how 
so many publishers get along in 
the business who do not have 
faith in advertising. How can a 
man expect to make a huge suc- 
cess of himself if he is an un- 
believer in his own line of en- 
deavor? How can he conscien- 
tiously bring himself to talk in 
favor of something in which his 
heart does not enter? 

The first of the season’s inevit- 
able letters has been received at 
this office from a publisher who 
side-steps advertising because his 
own advertising is falling off. 
Here is the letter with the name 
of the paper omitted, out of con- 
sideration for the publisher's 
friends and relatives: 

Cuicaco, Nov. 7, 1907. 
Editor of Printers’ INK: 

Replying to your favor of Oct. 3oth, 
we appreciate the great value of 
Printers’ INK as an advertising medium 
and would be only too pleased to take 
advantage of it but for the fact that 
the present financial stringency and 
subsequent falling off of orders re- 
duces our income. 

Thanking you for the informatio: 
and hoping we shall be able to carry 
an ad some time in the future, we 
remain, Yours very truly, 
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Tue Dry Goods Economist for 
November 16th was a special ad- 
man’s number, and contained a 
quantity of valuable material for 
the textile advertiser, 


Selling Magazine for Novem- 
ber is a special issue containing a 
directory of technical, trade and 
class publications which may he 
used in advertising machinery, 
tools, industrial equipment and 
supplies. 

THe Domestic Sewing Machine 
Company, Newark, N. J., have 
just issued another edition of the 
dainty booklet entitied ‘To in- 
cline you domestically.” The 
Bates Advertising Company is 
responsible for the text matter 
and illustrations of the booklet, 
as well as for the printing. 


A SEVENTY-TWO page souvenir 
and guide book of Seattle, comes 
from the Seattle Commercial 
Club. It contains a history of the 
city, with many illustrations of 


buildings and other points of in- 


terest. It is completely indexed 
and in the back pages is con- 
densed information regarding the 
town, its officials, ~ railroads, 
banks, etc. 
The Navy The Lesan-Gould 
Company, St. 
Branches Out. | ouis, takes ex- 


ception to one assertion made in 
the article upon ‘The Making 
of a Man-O'-Warsman,” which 
appeared in a recent issue of 
Printers’ INK, The article 
stated that direct appeals in ag- 
ricultural papers have fallen short 
of the mark and that the increase 
in enlistments following the cam- 
paign was disappointing to the 
sureau. of Navigation. The 
Lesan-Gould Company has the 
direction of the Navy’s advertis- 
ing in western mediums, and 
states that an increase in enlist- 
ments was apparent from the 
very start of the western adver- 
tising. The work has since been 
extended to other territories 
where recruiting offices are main- 
tained, 
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Joun B. DAMPMAN, of Read- 
ing, Pa., has issued a little book- 
let for the use of banks, as a 
persuader for farmers’ accounts, 
entitled “Business Talk to the 
Farmer.” 


James A. John- 

Activity ston, president of 

In ’Frisco. the’ San Fran- 
cisco Ad Club, was elected super- 
visor at the recent election, and 
the members believe his success 
is due in large measure to ad- 
vertising which they executed. 
The week preceding election a 
double-size card was placed in 
every street car in the city bear- 
ing this inscription: 

“You are asked to vote for 
James A. Johnston for super- 
visor. He is president of the Ad 


JAMES A. JOHNSTON. 


Club,. a progressive advertising 
Association of San _ Francisco. 
The members ask your kind con- 
sideration.” 

One hundred eight- dee posters 
were posted on prominent loca- 
tions, with this wording: “The 
San Francisco Ad Club, com- 
posed of young men working for 
the advancement of ‘San Fran- 
cisco, asks you to vote for their 
Honored President, Mr. James 
A. Johnston, for supervisor.’ 

Forty thousand copies of a 
four-page circular, bearing Mr. 
Johnston’s picture were distri- 
buted from door to door. With 
all this enterprise it does not ap- 
pear that the Ad Club utilized 
newspaper space, which would 
have furthered the cause ma- 
terially, _. 
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Tue New York Times printed 
in October 2,194 columns of ad- 
vertising—304 columns more than 
in the corresponding period last 
year—and a greater volume of ad- 
vertising space than has ever been 
printed before in the paper in a 
single month. 


Tue Monthly West Virginian 
is the name of a new magazine 
published at Keyser, West Vir- 
ginia. William Jett Lauck, an 
instructor in Washington and Lee 
University, is editor, and C, R. 
Firey is advertising manager. 
The magazine is devoted to State 
news and interests. 


Horace Dumars, advertising 
manager of the Ladies’ World, 
has put forth a calendar with a 
special attachment for hanging 
it from a pigeon-hole of a roll- 
top desk. The calendar is an at- 
tractive one, bearing a half-tone 
reproduction of one of half a 
million odd homes reached by the 
Ladies’ World. 


Dan A. CARROLL states that 
the six leading department stores 
in Washington spend more money 
every week for advertising in the 
Evening Star than in the other 
three dailies combined, and four 
of the six spend in the Evening 
Star every week double the 
amount spent in the other three 
dailies combined. 


Up in Gardiner, Maine, Ames- 
bury & Wakefield, who style 
themselves “house  furnishers,” 
operate a store that ought to be 
greatly appreciated by the vil- 
lagers. They offer an assort- 
ment of soap and toilet accessor- 
ies for $10 that would cost $10.45 
if purchased singly, and to each 
purchaser will deliver without 
further charge any $5 article in 
the store, or will allow $5 on any 
higher-priced selection. The offer 
is just as broad in scope, appar- 
ently, as the famous Larkin com- 
bination and indicates that Ames- 
bury & Wakefield believe in meet- 
ing mail-order houses on their 
own grounds, 


Oscar HErzBERG has _ resigned 
from the managing editorship of 
the Advertising Agent. No suc- 


cessor has yet been announced. 
ee 


M. HALtowett succeeds H. H. 
Morgan as manager of the New 
York office of Lord & Thomas, 
Mr. Morgan returning to Chica- 


go. 


A NEw two-step or march song 
has struck New York—‘Don't 
Worry.” It is being advertised 
around the city streets by a vo- 
calist, aided by a megaphone and 
self- playing piano. A_two-horse 
bus bearing large posters is the 
means of conveyance from place 
to place, and his audience is usu- 
ally a large one. 


Epwarp §. Cone is no longer 
a member of the Special Agency 
of Hand, Knox & Cone, and 
will spend the winter on the Pa- 
cific Coast for his health. The 
interests of the Chicago office, 
formerly looked after by Mr. 
Cone, will be attended to by 
F, Lorenzen, who has been con- 
nected with the Chicago end for 
six years, and J. E. Woodman. 
formerly secretary and manager 
of the Lesan-Gould Agency. Mr. 
Lorenzen will look after local 
Chicago business while Mr. 
Woodman will take care of the 
road work, 
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Tue Kahn Tailoring Company, 
Indianapolis, has just issued a 
pack of playing cards, bearing the 
firm’s advertisement, ‘to give pub- 
licity to the business. The Kahn 
Company is different from most 
tailors, also, in that it is a be- 
liever in newspaper space and 
knows how to put together an at- 
tractive advertisement. 


A New Yorker was in the 
ofice of Walter J. Driscoll, 
manager of the St. Paul Dis- 
patch, recently, whena lieutenant 
of police called to sit in judg- 
ment on the respectability of cer- 
tain classified advertisements 
which had been offered the paper. 
The police official called at Mr. 
Driscoll’s request and not in the 
performance of his stated duty. 
Such careful guard over a news- 
paper’s advertising is rarely wit- 
nessed. 

THE illowing table, compiled 
by the Evening Wisconsin, shows 
the number of columns of adver- 
tising carried in the five leading 
Milwaukee newspapers during the 
first week of November: 

Evening Newspapers—6 days. 
Evening Wisconsin ...... 254 columns 
Journal giSe oe badd ae4es wae COMES 
Daily News 2 columns 

Morning Newspapers—7 im. 
Free Press 213 columns 
Sentinel 201 columns 


A total of 1,112 columns of 
business shows the state of trade 
in Milwaukee. 


In the office of a well-known 
Special Agent in the Tribune 
Building, last week, a caller made 
inquiry regarding a certain New 
York publication, and the office 
manager referred to  Ayer’s 
Newspaper Annual to answer the 
question. The caller asked if the 
office did not possess a copy of 
Rowell’s American Newspaper 
Directory, and received the reply, 
“Yes, but it is loaned most of the 
time to persons around the build- 
ing. It is very seldom that 
Rowell’s book can be found in 
the office when wanted, and time 
after time we have been obliged 
to send out to have it returned.” 


TuHeEoporeE E, ASHE, for several 
years chief writer of the H. I. ° 
Ireland Advertising Agency, 
Philadelphia, has joined the wri- 
ting forces of the Richard A. 
Foley Advertising Agency; Le- 
land M. Williamson, formerly 
managing editor of the Evening 
Bulletin, advertising manager for 
Professor Munyon and for seven 
years one of the advertising 
managers for Lit Brothers’ de- 
partment store, has also joined 
the Foley staff. 


AFTER perusing a copy of the 
“McClure Agent” one begins to 
realize something of the enthu- 
siasm that can be brought to bear 
in a subscription campaign. The 
publication is put out monthly by 
W. A. Vonderlieth, director of 
agents of McClure’s Magazine, 
and is sent to the men who sell 
the magazine. It contains ex- 
tracts from dozens of agents’ 
letters, who write encouragingly 
of the outlook, much good advice 
upon subscription work, and a 
long list of prize-winners during 
October. In this month the man 
heading the list secured 269 sub- 
scriptions, and his commission 
and prize money amounted to 
$194.15. 
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Roosevelt vs: Rockefeller 
by Ida M. Tarbell 


The Philips Publisnay Company 41 Fifth Avena: New York 








THE DECEMBER “AMERICAN.” 





28 PRINTERS’ INK. 


BANK ADVERTISING. 


II. 


Months ago our noted finan- 
ciers expressed the view that the 
growing congestion was largely 
due to the fact that too much 
cash was passing into the pos- 
session of the classes which, as a 
rule, having no bank account kept 
great sums of money out of cir- 
culation, or at all events out of 
places where it would serve as a 
basis of credit. 

This has helped to aggravate the 
present money stringency, Vari- 
ous measures for relief have been 
advocated and suggested for pre- 
venting or alleviating such catas- 
trophes, but it seems that in none 
of them has one of the simple 
remedies, “advertising,” been con- 
sidered. 

If the same conditions obtained 
in any commercial or industrial 
line, printing presses would have 
been kept running overtime. 

If a merchant is overstocked 
with any article, he advertises it, 
creates a demand where none ex- 
isted before, and thus quickly ex- 
changes his stale stock for live 
money. 

If the banks, trust companies 
and savings institutions would 
Start a progressive educational 
advertising campaign in their re- 
spective districts, they would 
arouse the people, and the cause 
of economy would be benefited to 
a much greater extent than is 
possible by the isolated endeavors 
of the few banks which are at 
the present time blazing the way. 

Economy and thrift can be 
made infectious. It is only nec- 
essary to get the people started. 

The average depositor or busi- 
ness man wants to know “what 
will or can this particular bank 
do for me?” The bank that can 
best answer this inquiry in a dig- 
nified and attractive manner, will 
do the bulk of the business. 

People like to see the bank; 
they like to come into personal 
contact with some one connected 
with it. They are not quick to 
go through the cold simplicity of 
sending ther hard-earned sav- 


ings through the mails, and until 
they become more _ enlightened 
upon banking and its benefits, 
many will continue to disregard 
the benefits of a bank. It pays 
for any bank to be popular with 
the public, to be accommodating 
and anxious for all legitimate 
business. 

The bank that advertises with 
a view of enlightening its cus- 
tomers and impresses them with 
the fact that its interests and 
theirs are mutual, will be less 
liable to “runs” in times of finan- 
cial excitement than the bank 
that shudders at publicity and 
keeps its customers in utter ig- 
norance of its affairs, and makes 
them feel that it has no other in- 
terest in them than ‘a selfish one. 
As a general thing, “runs” ‘are 
precipitated by ignorant deposi- 
tors, and to give them some 
knowledge of banking seems to 
be an ounce of prevention. 

A bank should not advertise as 
if it were selling shoe-strings, be- 
cause there is a certain dignity 
to banking that must be main- 
tained. But frigid reserve, aloof- 
ness, self-complacency and a 
magnified air of individual im- 
portance are factors that cause 
many of the people to live in 
fear and apprehension of the 
banker and his methods. 

There are two kinds of dignity: 
—that of the banker who lighted 
his bank with artistically-ar- 
ranged kerosene lamps and re- 
fused to put ina telephone, and the 
other kind, which combines plain 
statements in advertising and re- 
flects sound business methods, The 
first is the sort of dignity that 
makes people afraid to go into 
the bank at all, while the latter 
is the kind that inspires confi- 
dence and yet misses no oppor- 
tunity of acquainting the public 
with the bank’s advantages. 

Bank advertising has received 
its share of attention in the past, 
but until within a few years, it 
has been more or less of an in- 
fant. The time has now come, 
however, when it will be develop- 
ed rapidly. 

New methods of attracting 
business will be evolved. Where 
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it has heretofore been an auxil- 
iary, advertising will become a 
necessary part of the equipment 
of many banks; it will create 
new banking methods, as, for in- 
stance, in the line of receiving 
deposits by mail, developing sav- 
ing accounts, commercial _ busi- 
ness, loans, safe deposit vault and 
trust facilities. 

The thing that has been lack- 
ing in bank publicity is human 
interest. It seems difficult to get 
away from the old style of semi- 
annual statement, or list of 
officers and directors. 

There are several arguments 
that can be developed, and many 
ingenious ways of preaching these 
truths. First comes the thrift 
argument, then security, then con- 
venience, profit, etc. By way of 
inspiring confidence, the advertis- 
ing bank can tell stories about its 
methods. 

The three things a bank wants 
most are: 

Ist: Cash deposit accounts— 
that bring in currency. 

2nd; Depositors who keep large 
balances, but inactive checking 
accounts. 

3rd: Depositors who are bor- 
rowers and deposit and check 
against the loans. 

The business with outside 
banks is not as satisfactory in 
many ways, and if most banks 
pay as much attention to secur- 
ing city business as they do to 
get county business, their show- 
ings in time of stringency would 
be better. In many instances the 
county bank deposits paper and 
draws cash, while with the city de- 
positors the reverse may be said to 
be the rule. 

A bank seeks two _ general 
classes of customers; the deposi- 
tors and the borrowers, They are 
to a certain extent one and the 
same, but large city institutions 
must also find and obtain borrow- 
ers who do not deposit with 
them, 

The old style bank president 
generally looks upon the borrow- 
er as a man who desires to im- 
pose upon his institution and 
feels that he should be treated 
with small consideration and 
much condescension. The new- 


school bank president, on the 
other hand, treats the loan seek- 
er with consideration and cour- 
tesy. Such a president gets one- 
half per cent more for the money 
of his bank, much better collat- 
eral on the loan, is never “loaned 
up,” and always has plenty of 
money for a squeeze. 

The average man is in fear of 
the average bank manager, and 
dreads the red tape connected 
with the simplest transaction. 
Therefore the bank which adopts 
simple and courteous methods of 
dealing with the public, will make 
itself a convenience and a neces- 
sity; and if it will tell the public 
of its advantages, it cannot help 
rapidly increasing its business. 
That is simply another way of 
modern advertising. 

The people now realize that the 
bank is having the benefit of 
using their money, although in 
many instances they receive scant 
return for it, and they should 
therefore not be made to feel as 
if they were compelled to say a 
prayer before entering a bank to 
ask for accommodation. 

The present stringency has to 
a certain extent changed the old 
order of things. Heretofore the 
bank’s customer was under scru- 
tiny—his integrity and the value 
of his collateral were very often 
doubted—to-day the merchants 
and the depositors scrutinize the 
bank’s management and condi- 
tion. This gives the progressive 
bank manager an unusual oppor- 
tunity for intelligent advertising. 
It is the much-desired wedge 
which will help him to draw new 
and retain old business, 

— +o -- 


THE ADVERTISER’S LIBRARY. 


Two. volumes standing side by side 
Tell of a lifetime’s toil and pride. 
One is a tome full stoutly built 
And brave with decorative gilt, 
Its pages numerous are all 
Close-covered with a fluent scrawl 
Save where, as Fancy sped along, 
She left a picture or a song. 


The other is a flimsy tract 

With lettering painfully exact. 

The work of plodding, patient years 

Writ out in ink oft thinned with tears. 

The first holds what I thought I knew 

In years gone by. And Volume Two, 

With blots and pages torn away, 

Is what I’m sure I know to-day. 
—Washington tar. 
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PIANISTS’ ENDORSEMENTS. 


WITH SOME COLLATERAL REMARKS 
ON THE VALUE OF TESTIMONIALS 
IN GENERAL. 


Reams have been written on 
the value of endorsements in ad- 
vertising, pro and con. I do not 
propose to add to the theoretical 
literature of the subject, but to 
take up the discussion at the 
point where it is usually dropped; 
by analyzing certain definite con- 
ditions as they exist at the pres- 
ent day. 

To clear the decks for action, 
we may safely set down as an 
axiom that no endorsement can 
be valuable unless it comes from 
a person generally recognized as 
being qualified to express an 
opinion on the particular article 
advertised. No one cares about 
or pays any serious attention toa 
popular actress’ endorsement of 
a toilet soap. Why should I ac- 
cept Lillian Russell’s opinion on 
soap any more than Mary 
Brown's? 

Yet the endorsement of a baby 


food by a great chemist or a cele- 


brated physician carries un- 
doubted weight. 

When I read a strong letter 
from Grover Cleveland, endors- 
ing the Historian’s History of the 
World, I am impressed. He is 
a man who ought to know. He 
is not only a scholar, but a man 
who has helped to make history 
himself. I cannot prevent my- 
self from being influenced to 
some degree by what he thinks 
of a book which he is peculiarly 
qualified to judge. 

Now, of all manufactured ar- 
ticles there is probably none 
which presents so apt an oppor- 
tunity for expert endorsement as 
musical instruments. Not five 
per cent of the people who buy 
pianos know anything about them 
worth mentioning. Who is better 
able to judge the artistic merits 
of a piano than the man who has 
made piano playing his life study 
and has attained eminence in his 
art? Yet, if I consult current 
piano advertisements, I am con- 
fronted with a peculiar situation: 
Josef Hofmann prefers the Stein- 
way; Paderewski prefers the 
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Weber; Saint-Saens prefers the 
Knabe; De Pachmann prefers 
the Baldwin; Gans prefers the 
Mason & Hamlin, and so on, 

I am confused. Is all this ad- 
vertising contradictory and are all 
these renowned musicians insin- 
cere? Not necessarily? 

Different pianos possess differ- 
ent individualities. There is 
room for a wholesome difference 
of opinion. 

Some good judges of singing 
believe Melba to be the greatest 
songstress in the world, others 
have ears only for. Sembrich, still 
others admire most the polished 
and fluent delivery of Emma 
Eames, while yet again others can 
only recall the days when Patti 
was in her prime... There can be 
an honest difference of opinion 
here, just as there can be about 
different makes of ‘pianos, 

Latterly there has been an ef- 
fort on the part of certain writers 
to discredit all musicians’ testi- 
monials. It seems that these wri- 
ters have only recently discovered 
what has been common _ knowl- 
edge for years in musical circles, 
namely, that the great pianists re- 
ceive financial support from the 
piano manufacturers. The latter 
have made no effort to conceal 
the facts, and, on the contrary, 
have frequently appeared openly 
as the managers of a pianist’s 
concert tour. 

The attitude of the writers who 
seem only recently to have be- 
come acquainted with facts, which 
were common property for years, 
is to accuse piano makers of 
“subsidizing artists,” and to at- 
tack both artists and manufac- 
turers, accusing the latter of un- 
duly influencing the court and the 
former of selling their opinions. 

Such an attitude works serious 
injustice to reputable houses that 
have for years been _ identified 
with the concert tours of great 
pianists. Consider, for example, 
the high standards of the house 
of Steinway, which, more than 
any other, has built up its pres- 
tige by close association wth 
eminent artists. No one doubts 
the probity of this distinguished 
house nor the excellent motives 
that have prompted it to bring to 
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this country, year after year, 
great foreign pianists whom the 
American public wanted to hear. 
Without the backing of the 
Steinways, many pianists whose 
names are to-day household 
words might never have visited 
this country at all. 

A concert tour by a pianist is 
usually conducted at a financial 
loss to his manager—sometimes 
a very considerable loss. There 
are heavy expenses of advertis- 
ing, of transportation, of hotels, 
of the pianist’s own services, of 
his entourage, etc. Is it not 
rather ungracious and rather late 
in the day to quarrel with the 
Steinways because they have 
given us the opportunity of en- 
joying the performance of cele- 
brated masters of the keyboard? 

Of course the pianomaker’s ob- 
ject is not philanthropic. He 
wants his instruments heard. 
That is one way of selling them. 
So he charges off the difference 
in cost between the receipts of a 
concert tour, and its expense, to 
advertising and lets it go at that. 


Now, does such a connection 
between pianist and pianomaker, 
invalidate the worth of the form- 


er’s testimonial? In the old days 
it did not, for Steinway’s great 
prestige was created very largely 
by this method of advertising. If 
it is not legitimate to-day then it 
must have been illegitimate in the 
past. That would lead to the in- 
evitable conclusion that Stein- 
way’s wide reputation is not de- 
served, — which anyone who 
knows the excellence of this piano 
will be unwilling to concede. This, 
then, is the reductio ad absurdam. 

But there are yet other feat- 
ures of a somewhat complicated 
situation. We observe that pi- 
anists sometimes change their al- 
legiance from one piano to an- 
other. Is this intrinsic evidence 
that they are mercenary and that 
their endorsements count for 
nothing? Emerson cdlls consist- 
ency the hob-goblin of little 
minds. If I find that I was 
wrong in an opinion I held yes- 
terday, shall I not be privileged 
to change it to-day? Some years 
ago I had a piano in my house 
which I confidently told my 


friends was the best piano made. 
To-day I have another make 
which I very much prefer. Five 
years from now I may exchange 
it for another make still. 

Why not? 

Piano standards are shifting. 
Some pianos are going ahead 
faster than others. Who shall 
say that I or some famous pianist 
cannot keep abreast of the times? 

Mozart composed ona miserable 
type of piano, not even possessing 
pedals. No one would give $5 
for it to-day, except as a mu- 
seum-piece. Yet it was probably 
the best instrument obtainable in 
its era. If Mozart came back to 
life would he be ‘condemned to 
play on his first love of a piano, 
when the art of piano-making has 
made such progress? 

But let us note some of the 
changes in piano allegiance on the 
part of the great pianists: The 
composer-pianist Teresa Carreno 
will tour this country with the 
Everett Piano this year. Yet on 
her last tour she played the Stein- 
way. D’Albert has moved over from 
Steinway to Knabe; Paderewski 
has changed from Steinway to 
Weber; Josef Hofmann was in- 
troduced to the American public 
by Weber, but now plays Stein- 
way; Busoni’s allegiance is di- 
vided between Steinway and 
Bechstein, the great German pi- 
ano; Rosenthal played Weber on 
his last tour, whereas he was 
formerly a Steinway adherent. 

A complicated situation, truly. 
What ought pianomakers to do, 
—throw all pianists’ connections 
overboard? There would be 
sure to be some one who would 
not do so, and would they not 
gain an advantage over the 
others? 

Besides, a pianist must have a 
piano as a necessary adjunct to 
his art. He cannot play Beeth- 
oven on a harp or Chopin on a 
flute. The moment he puts his 
fingers on a keyboard in a public 
concert. he begins to advertise 
some piano. He cannot help it. 
It is in the nature of the case. 

What shall the reputable piano- 
maker do about it? Shall he 
follow the cue of virtuous critics 
and pay no attention to the great 
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pianists’ choice of an instrument? 
Or shall he join in with the other 
high-class manufacturers and 
strain every nerve to induce the 
artists to give his particular 
piano the preference? 

If pianomakers knew  abso- 
lutely that the public would pay 
no attention to the virtuoso’s sel- 
ection of a piano, they would one 
and all draw a breath of relief. 
But they have before them the 
Steinway prestige created by long 
association with artists. The pub- 
lic certainly were influenced by 
pianists’ preferences once upon a 
time. 

As for the talk of pianists go- 
ing to the highest bidder, that 
does not necessarily follow. The 
higher the standing of a pianist, 
the more careful he is in regard 
to the piano he plays. No high- 
class pianist can be persuaded to 
play upon a low-class piano for 
any financial consideration what- 
ever. His art means too. much 
to him. If you happen to play 
the organ and think his opinions 
are so easy to buy, just try to 


get him to say that you are the 


finest organist in the world. 

It may be that some of the pi- 
anists are influenced by mercen- 
ary motives in the selection of a 
piano. But who is to decide 
which pianists are honest and 
sincere in their endorsements and 
which are not? 

Look at the violinists, who pos- 
sess similar artistic temperament 
to the pianists. Not one plays a 
modern violin. The modern 
violin manufacturers have tried 
time and again to get them to do 
so, but without success. They 
prefer a fine old Stradivarius to 
anything that is made nowadays. 
They would not jeopardize their 
artistic standing with the public 
by playing on an inferior instru- 
ment. 

Now this is an analogous case 
to pianos, but with a difference. 
Violin making has gone back- 
wards during the centuries, but 
piano making has advanced. In 
either case the artist must hold to 
a high artistic standard or lose 
the support of the public. ‘which 
is his stock in trade. No piano- 
maker will bother with a pianist 
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who does not command his pub- 
lic. It is absurd to suppose that 
pianists of the calibre of Pader- 
ewski and Hofmann could, by any 
financial inducement, be persuad- 
ed to play any piano they did not 
thoroughly believe in. 

Because they differ in their 
opinions only goes to show that 
there can be more than one first- 
class piano. When it was known 
that Paderewski, on the occasion 
of his last tour of this country 
was dissatisfied with the Stein- 
way, and had decided to make a 
change, all the other manufactur- 
ers of prominence set sail for 
him. He assumed the attitude of 
the man from Missouri and had 
to be shown. Different factories 
produced the finest Concert 
grands they were capable of and 
sent them abroad :to be tried by 
the gentleman with the golden 
aureole. The various manufac- 
turers followed their pianos up 
with personal visits by the ablest 
diplomatists their establishments 
could provide. It was a pretty 
fight, though in the opinion of 
those who frown upon all en- 
dorsements the game wasn’t worth 
the candle. 

But what is the poor piano 
manufacturer, with a laudable 
ambition to advertise himself, to 
do if he strips himself of all en- 
dorsements and concert touring? 
The cheap piano manufacturers 
have pre-empted the “construc- 
tion” talk. To talk about the 
“innards” of your piano is to put 
yourself on the plane with the 
lowest-grade pianos made. The 
piano selling for $145—$1 down 
a $1 a week—has a_ wonderful 
game of talk about construction 
advantages. It would be folly to 
compete. The recipe for writing 
advertising of this class is simple. 
Just claim everything in sight and 
when you can’t think of anything 
else to claim, consult sewing-ma- 
chine, patent medicines and break- 
fast food ads for inspiration. Put 
your conscience under lock and 
key and drive ahead on the prin- 
ciple that nine-tenths of the pub 
lic are idiots anyhow. Incident- 
ally, invent a half-dozen high- 
sounding names of things your 
piano is supposed to contain an‘! 
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no other piano has. That is all 
simple. 

But the problem is different 
ior the manufacturer of high- 
grade instruments. To say that 
you have absolutely the best pi- 
ano in the world in a dozen dif- 
ferent ways grows tiresome after 
a while, and at best doesn’t seem 
to lead anywhere. 

The only way to make people 
appreciate piano tone is to have 
them hear it. 

That is why concert touring 
has been so popular among the 
best makers. What can compare 
with an aural demonstration of 
the merits of your instruments, 
especially when the demonstration 
is conducted by past masters of 
the piano-playing art? 

In the course of some years of 
an advertising agency experience, 
| have had to deal with many di- 
versified problems, but I have 
never had to contend with a more 
clusive and aggravating condition 
than the piano situation. The 
man who stands on the side- 
lines and shouts that it would 


be easy to improve current piano 


displays un- 
complicated 


advertising, simply 
familiarity with a 
situation, 

If newspaper criticism of rela- 
tions between pianist and manu- 
facturer should ever reach the 
point of inducing the leading 
makers to cut out the pianists 
entirely, the public and the pi- 
anists themselves would be the 
losers. Incidentally, it would also 
lead to the opening up of the 
subject of commissions paid to 
music teachers for influencing 
sales. As is very well known, 
every piano house pays commis- 
sions to teachers who recom- 
mend this or that make of piano 
to pupils. If it is decided that 
the custom of touring great pi- 
anists is pernicious, what shall be 
said of the relations. of the local 
teacher and the manufacturer or 
dealer? If one custom is con- 
demned and discarded will not 
the other have to go also? 

As a matter of fact, there is 
nothing new in the connection 
between piano manufacturers and 
artists or teachers. The practice 
goes back for a great many years 
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and, as previously pointed out, 
great piano reputations have been 
built upon these relations. The 
practice is so different now 
from what it ever was. The 
high-grade manufacturer bases 
his claim for the superiority of 
his instruments upon that subtle 
distinction known as. “tone-qual- 
ity.” The obvious way of dem- 
onstrating this quality is by the 
testimony of those who are -ac- 
knowledged judges of tone-qual- 
ity. Also by giving the public 
the opportunity of hearing the 
pianos played by artists whose 
talents enable them to display the 
best qualities of the instruments. 

It is not impossible that a 
dozen of the big pianomakers 
may some day unite to drop pi- 
anists altogether. They have al- 
ready a pretty nicely organized 
National Association, Suppose 
they were to make a hard and 
fast agreement not to get mixed 
up in any more concert touring. 
In the first place, the German, 
French and Polish pianists would 
have to stay home and content 
themselves with one-tenth of 
what they make on an American 
tour. In the next place, the 
American music-loving public 
would no longer hear the best 
pianistic talent. And lastly, the 
piano manufacturer would be re- 
lieved of a serious drain. 

There are no multi-millionaires 
in the piano business to-day. Per- 
haps there might be if the incubus 
of the foreign virtuoso were 
lifted off their shoulders, and they 
were no longer compelled to con- 
duct concert tours at a heavy 
loss. So if such a result is 
brought about through continued 
newspaper criticism, the manu- 
facturer will be better off, even if 
the pianist and the advertising 
man do ‘suffer. 

Although I have not indicated 
it in the present article, I have 
some ideas upon what is a proper 
solution of an altogether unsatis- 
factory situation. Like Thomas 
W. Lawson. I may: decide some 
day to make my views public. but 
the time is not yet ripe. In the 
meantime it is interesting to. sit 
back and watch for something 
to drop. Frank E, SHIPMAN. 
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BUSINESS GOING OUT. 


Street & Finney, New York, are 
putting out copy for the Way Muffler 
Company. 


J. L. Stack, Chicago, is making con- 
tracts with newspapers for the Santa 
Fe Railroad, 3,000 lines for a year. 


F. C. Vose, New York, is asking 
rates from newspapers on 14 and 28 
lines, for 1 year, every other day. 


Some Globe-Wernicke advertising is 
being placed in New York City papers 
by the Kaufman Agency, New York. 

Liebig’s Extract of Beef copy is go- 
ing to newspapers, 2 and 3 inch ads, 
through Dauchy & Company, New 
York. 

Cupy for the Butterick Publishing 
Company, New York, is going to news- 
papers through various agencies, in 
New York. 

Street & Finney, New York, are 
contracting for space in mail-order 
publications tor the New York-Chicago 
Supply Co. 

W. W. Hallock, New York, is using 
space in the regular list of papers for 
Childs, the florist, of Floral Park, 
Long Island. 


Copy for the Royal Baking Powder 
Company, New York, is going to news- 
papers direct; 126 lines, 4 columns, 
one insertion, 


The Aur-Mino Company, New York, 
is using 20 lines, every other «ay, for 
6 months in newspapers, business be- 
ing placed direct. 


Theodore H. Price, New York, cot- 
ton broker, is placing readers in south- 
ern papers; Albert Frank & Company 
handle the business. 


“Apollo Lawn Sweeper” copy for 
the magazines is handled for the Greene 
Manufacturing Co. by the Long: 
Critchfield Corporation, 


The Dr. Kelly Medical Company, 
Buffalo, is being advertised in Sun- 
day papers, 4o lines, by the Wycoff 
Agency, of the same city. 


The De Laval Separator Company, 
New York, is using space in farm pa- 
pers through the Louis V. Urmy 
Agency, of the same city. 


Long-Critchfield are sending out 
copy for back covers, advertising Rid- 
path’s History of the World for the 
Western Newspaper Association. 


The Foley Agency, Philadelphia, has 
secured a contract for placing the Y. 
P. M. Whiskey advertising. Local 
and outside papers will be used, 


Orders and copy for magazines and 
farm publications are going out 
through the Long-Critchfield Corpora- 
tion for the Rife Engine Company. 


Next year’s appropriation for adver- 
tising the Lefever Shot Gun will be 
largely in excess of the amount spent 
this year. Street & Finney place the 
business, 
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Street & Finney are putting out 
copy in mail-order papers for the Sea 
board Air Line Railway. 


A brand account, 
Corpora- 
Hirschman 


mattresses. 


! new magazine 
handled by Long-Critchfield 
tion, is that of the J. C. 
Co., makers of high-grade 


L. Stack, Chicago, is making 
10,000 line contracts, to be used with 
in a year, with newspapers for the 
Schlitz Brewing Company, Milwaukee. 


The Siegfried Advertising Agency 
New York, is asking rates fram news 
papers generaily on some real estate 
copy, z inches, 4 times, next to read 
ing. 


G. Reis & Brother, New York, mak- 
ers of embroidery initials and tape, are 
being advertised in women’s _ publica- 
tions by the Kaufman Agency, of that 
city. 


Albert Frank & » Company, New 
York, are using 2 inches, double col 
umn, in a list of 52 papers to adver 
tise the Cunard Line’s Mediterranean 
trips, 

Duane H. Nash's and “Acme Har- 
row” copy for the farm papers, as 
prepared and piaced* by Long-Critch- 
field Corporation, is now going for: 
ward. 


The Tobey Agency, Chicago, is mak 
ing 14,000 line contracts, to be used 
within a year, with newspapers for 
the Val Blatz Brewing Company, Mil- 
waukee. 


The Withrow Mfg. Co.’s “Oriole Go 
Basket”? copy for the magazines, is 
prepared by Long-Critchfield Corpora: 
tion, who are also placing orders for 
the same. 


Copy for Nat C. Goodwin & Com- 
pany, Reno, Nevada, financial, is be- 
ing placed with newspapers by the 
H. W. Montgomery Agency, of the 
same place. 


Cyphers Incubator Co.’s copy for 
magazines, poultry journals, and farm 
papers, with orders for the season, is 
going forward from  Long-Critchfield 
Corporation, 


C. E. Sherin, New York, is making 
3,000 to 10,000 line contracts. with 
newspapers for the Holiday copy of 
the United Cigar Stores Company, of 
the same city. 


N. W. Ayer & Son, Philadelphia, 
are making 7,540 line contracts with 
newspapers for the Jaques Manufac- 
turing Company, Chicago, makers of 
baking powder. 


Dr. H. H. Greene & Sons, Atlanta, 
are using 7 lines, till forbid, twice a 
week, and weekly, in daily and week- 
ly papers through the Green Agency, 
of the same city. 


The C. D. Thompson Agency, Oma- 


inches. twice a week 
in daily papers for 
& Company, shoes, 


ha, is using 8 

for six months, 
F. P. Kirkendall 
of the same city. 





out 
Sea 


unt, 
bora: 
man 
sses. 


kine 
with 
the 
ikee. 
ney 
ews 
state 
ead 


nak- 
, are 
lica- 
that 


PRINTERS’ INK. 35 


N. W. Ayer & Son, Philadelphia, 
ire offering a proposition to newspa- 
pers on 2,808 inches for the National 
Biscuit Company, copy to start after 
the first of January. 


The Charles H. Fuller Co., Chicago, 
is using 1o inches, 8 times, position on 
society or woman's pages, in Sunday 
papers for the French Benzol Dry 
Cleaning Company, of that place. 


Lord & Thomas, Chicago. are mak- 
ing 1,000 inch contracts to be used 
within a year, with newspapers for 
the Loose-Wills Cracker & Candy Com- 
pany, of St. Louis and Kansas City. 


The S. S. McClure Company, New 
York, is using space in newspapers in 
a few large cities to advertise the 
Burton Holmes Travelogues. Calkins 
& Holden are handling the business. 


The National Lead Company, New 
York, will shortly make up its list of 
mediums for 1908. The advertising 
has been stopped until next February. 
The George Batten Agency places the 
business. 


Savannah Line copy, 2% _ inches, 
double column, is being placed 
throughout New York and New Eng- 
land, with newspapers, (36 papers on 
list) by Albert Frank & Company, 
New York. 


R. M. Kellog Co.’s attractive Straw- 
berry copy will appear this year in 
magazines, farm papers, poultry jour- 
nals, and fruit papers, as prepared and 
placed bv the Long-Critchfield Cor- 
poration. 


Arnold & Dyer, Philadelphia, are 
sending out orders for Edward Stern 
& Company, manufacturers of the 
“Bear Book” to newspapers; copy is 
244 lines, 3 times, and _ will run 
through December. 


The New York office of White’s 
Class Advertising Company is offering 
large copy and asking rates from 
newspapers for some incubator adver- 
tising; space to be paid for with stock 
in the incubator concern. 


Albert Frank & Company, New 
York, will place the business of the 
fiske Tire Company, Chicopee Falls, 
Massachusetts. During the Automobile 
Show, New York papers were used 
but other papers will be added in the 
near future. 


The account of F. W. Bird & Son. 
East Walpole, Mass., makers of Paroid 
Roofing and Neponset Sheathing Pa- 
ver, will be handled hereafter by the 
Frank Presbrey Co., New York. <A 
considerable list of mediums of gen- 
eral circulation will be used. 


The Kaufman Agency, New York, 
is using back covers afid full page 
space in a large, list of magazines and 
illustrated weeklies for the American 
Safety Razor Company, New York, 
makers of the ‘Every Ready” razor. 
This concern advertises a dofier razor 
and formerly used only half pages. 
The list is being extended right along, 


The Empire Book Company, New 
York, is advertising in a number of 
newspapers direct; using papers who 
publish the serial stories of the 
Authors and Newspaper Association, 
and no papers will be used who do 
not subscribe to this service. 


The Cortez Cigar Co., of Savannah, 
Ga., are placing advertising in south- 
ern dailies through Armistead & Me: 
Michael, Inc., of Atlanta. The Dr. 

J. Krom Co., of Atlanta, manufac- 
turers of Krom Soap, has just sent 
out orders to southern dailies and 
weeklies through the same agency. 


Burns & Company, Brooklyn, are 
advertising their Teddy Bear jewelry, 
a premium scheme, in large New York 
Sunday papers at present and_ wil! 
probably send out copy generally a 
little iater on: business 1s placed by 
the New York office of Nelson Ches- 
man & Company. 

> 


BOSTON NOTES. 


The Douglas Shoe Co. is adding a 
few daily newspapers to its present 
list. The business is placed direct by 
Frank Erskine. 


Additional contracts are being made 
with newspapers for the advertising of 
the Packard Shoe Co. and the Arnold 
Shoe C€o., both of Brockton. 


~ A few additional contracts are being 
made by the Wetherald Agency for the 
advertising of Vinol in cities where 
they have local agents, 


Curtis & Cameron, publishers of 
Copley Prints are adding to their list 
of magazines. High-grade magazines 
are especially desired for their 56-line 
copy. 


The Barber Agency is sending out 
new contracts for the advertising of 
Packard & Field of Brockton, Mass. 
The space is 4 inches every other day, 
3 months, 


John I Browne & Sons, Oliver 


street, manufacturers of rown’s 
Troches, are placing contracts for the 
winter through the Morse Internation- 
al Agency. 


The Dennison Mfg. Co. is about to 
make up a list of magazines for next 
year. Large space will be used con- 
tinuously. The business will be placed 
by N. W. Ayer & Son. 


Wood, Putnam & Wood are making 
renewal contracts for the Waitt & 
Bond Co., advertising Blackstone and 
Totem Cigars. They are contracting 
for 6 irich space every day for a year 
and the best position they can buy, 
front page space being especially de- 
sired. 


Contracts are going out to maga- 
zines and women’s publications for the 
Hall’s Hair Renewer business. This 
is one of the produets of the J. C. 
Ayer Co., Lowell, Mass., and the busi- 
ness is handled by the J Walter 
Thompson Agency. The contracts are 
for three full pages in a year, 





36 


Agricultural papers are being used 
by the Tuttle Elixir Co., whose con- 
tracts are going through the Long- 
Critchfield Agency. 


Ellis & Dowst, 
ton, are asking for 
pers and magazines throughout the 
country. Publishers are advised to 
send this agency latest rate card for 
filing purposes. 


The weekly list for the Gillette 
Safety Razor advertising wili be taken 
up shortly. The list of monthiy maga- 
zines is practically closed. F, 
Gould, of Wood, Putnam & Wood, 
has entire charge of ail this advertis- 
ing. 


The advertising of S. F. Petts & 
Co. is being laced by H. E. Ayres, 
Federal street. Contracts are being 
made at the present time with weekly 
newspapers for a year’s advertising. 
This agency is alsv asking rates on a 
new account. 


10 High street, Bos- 
rates of wuewspa- 


newspapers are re- 
for rates and copies 
the German-American 
Agency, Mint Arcade, Philadelphia. 
Papers throughout New England are 
also getting propositions from N. W. 
Ayer & Son for the Nationa: Biscuit 
Co.’s campaign. 


Frank Black, formerly of the J. W. 
Barber Agency, is now located with 
the J. Walter Thompson Agency's 
Boston office. He will continue to 
astern 
Tremont Wine 
Hotel and sev- 


New England 
ceiving requests 
of papers from 


place the advertising of the 


Machine, 
Castle Square 
accounts. 


Talking 
Store, 
eral other 


Plans are being made for the adver- 
tising of the United Fruit Co.’s 
Jamaica trip through the winter. 
Newspapers and magazines will be 
used as heretofore. This year, how- 
ever, the business will be placed from 
the New York end; formerly Mr, Jopp 
the general passenger agent at Boston 
had advertising matters in charge, but 
everything has been transferred this 
year to Geo. O. Somers, 17 Battery 
Place, New York City. The contracts 
will go through the Frank Presbrey 
Agency as usual, 

The New’ England Confectionery 
Co. is planning extensive advertising 
for 1908. The business is placed by 
S. A. Conover, manager of the New 
England office of N. W. Ayer & Son. 
Most of the appropriation is going 
into magazines and they are especially 
anxious to have the advertising printed 
in two colors, the trademark ‘‘Necco 
Sweets” being. printed in red. Mr. 
Conover is also placing advertising of 
the following concerns: Winslow Skate 
Co., Worcester, Mass.; Torrey Razor 
Co., Worcester, Mass.; Crown Packing 
Co., Gloucester, * Mass; Samuel Ward 
& Co., Boston; Parker's Arctic Socks, 
International Silver Co. In_ newspa- 
pers he is placing all the advertising 
of I. S. Johnson & Co. and Dr, J, I. 
True. 


PRINTERS’ INK. 


CHICAGO NOTES, 


Brooks Rupture Appliance Co. ad- 
vertising is being placed by the Chas. 
H. Fuller Co. 


New contracts for 
Railroad advertising are 


by Lord & Thomas. 


Pacific 
placed 


Union 
being 


_ Orders for 1900 Washer Co. adver- 
tising are being placed in maii-order 
papers by Lord & Thomas, 


The Chas. H. Fuller Co, is making 
contracts with daily newspapers for 
Rengo Company advertising. 


The Chicago House Wrecking Co. 
is using Sunday papers. The W. H. 
Kastor & Sons Co. place the orders, 


The S. Warren Agency is plac- 
ing additional orders with Sunday pa- 
pers for Dr. Guy Clifford Powell of 
Peoria, Ill. 


The Gundlach 
good-sized contracts. for 
of the D. D. D. Co. of 
daily newspapers. 


The 
started 
Shoop, 
pers. 

The 
vertising Agency is placing 


advertising of Selz, Schwab 
Chicago, in southern dailies, 


Agency is placing 
advertising 
Chicago, in 


Co. has 
advertising of Dr. 
Wis., in Chicago pa- 


Clague-Painter-Jones 
up the 
Racine, 


Williams: & Cunningham Ad- 
the Shoe 
& Co., 


3oth the Mahin Agency and_ the 
Lord & Thomas Agency have been 
sending out orders for advertising of 
the Butterick Publishing Co. 


The Humphrey Advertising Agency 
is making contracts with western 
dailies for the clothing concern ot 
Becker, Meyer & Co. of Chicago, 


The Ben Leven Advertising Agency 
handles the financial advertising of 
the American Clock Co. Contracts 
are being made with large Sunday pa 
pers. 


The Will H. Dilg Advertising Agen- 
cy, is making contracts with a large 
list of dailies for advertising of Sunny 
Brook Distillery Co., Louisville, Ken- 
tucky. 


The Ben Leven Advertising Agency 
is placing orders in a large list of 
dailies for Wallace “H. Hopkins Co., 
financial advertising, 420 lines, two 
times, 


Theodore P. Roberts Advertising 
Agency is sending out orders to daily 
newspapers for a double column ad- 
vertisement, 126 lines, of Sears, Roce- 
buck & Co. 


The Ben Leven Advertising Agency 
has secured the handling of the ad- 
vertising of the A. Gettelman Brew- 
ing Co., Milwaukee, Wis. The first 
series of copy will be for the adver 
tising of their “Hospital Tonic.” Con 
tracts are being made with dailies. 
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THE MAGAZINE OF BUSINESS 

















The first issue of SYSTEM, a tiny pamph- 


let of 20 pages, size 5x74 inches, carried 
| 


advertisements for 18 concerns 


11 of these advertisers are using 
SYSTEM now. 

2 have gone out of business, 

5 have discontinued. Not one we 
know of because it did not pay. 


Repeat orders tell whether or not a 
magazine pays. 

And_ repeat orders have 
SYSTEM advertisers from the 18 using the 
first number to 487 who used the September 
issue. Of these, 242 were users of SYSTEM 
three years ago. And more than eighty per 
cent of this grand total had tested and 
proven the magazine by at least one previous 


insertion, 


THE MAGAZINE OF BUSINESS 
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increased | 





Eastern Michigan supports no 


more enterprising or substan- 
tial newspaper than 


THE SAGINAW 


COURIER - HERALD 


(40 YeARs OLp.) 


Although the only morning and only 
Sunday daily in its city, it has never 
grown stale or musty, but has kept 
abreast of the times—just pick up a 
copy and see for yourself. You will 
agree with us, surely. 

The local advertisers give it the 
major portion of their patronage, be- 
cause, well—just because it pays 
them. 

During 1906 its circulation increased 
2,000 copies daily over preceding year. 
Average issue of 14,397 was main- 
tained, but present output is 15,000 
daily and Sunday. 

Ours is a home delivered circula- 
tion well worth any advertiser’s favor- 
able consideration, 


Rates are low. 
now? 
THE S. C. BECKWITH 
SPECIAL AGENCY 


Sole Agents Foreign Advertising 


Why not come in 


Cuicaco - TRIBUNE BipG. - New YorK 














Improves with Age. 








We have tried other inks, but yours gives us the best satisfaction. 
We found a can of your job ink which we have had for four years, 
and it reminded us what good ink is. 


PIONEER, SHERMAN, MICHIGAN, 


This is the time to study economy, and the surest and 
safest plan is to buy just what you actually need, and 
pay cash for it when possible. Ink purchases are only 
a small item in the printing business, so why not send 
for my price list and sample book, and figure the enor- 
mous rate of interest you have been paying to the credit 
ink houses for the privilege of paying your bill in thirty 
or sixty days. My terms are cash with order, and wealth 
nor prestige have never influenced me to vary from the 
tule. Money refunded, also the transportation charges, 
when my goods are not found as represented. 


ADDRESS 


PRINTERS INK JONSON 
17 Spruce Street, New York 














PRINTERS’ INK. 


OMMERCIAL 


ART CRITICISM 


By GEORGE ETHRIDGE, 41 Union Square, N. Y. 


Readers of Printers’ Ink will Receive Free of Charge 
of Commercial Art Matter Sent to Mr. Ethridge 


The strangely dressed—if that 
is the right word—young woman 
who is carrying the wrench in 
the advertisement marked No. 1, 
seems hardly suited or attired for 
the job, and, under the circum- 
stances, it is pleasing to be as- 
sured by the headline that one 
may “Carry the Sterling Wrench 
and Be In Good Company.” 

From a business point of view 
this can hardly be said to be a 
good illustration for this adver- 
tisement. As a general proposi- 
tion, the picture of a woman is 





GARRY THE “STERLING” WRENCH 
AND BE IN GOOD COMPANY ! 


Hendrede of deniers have found au ensy 
their Wrench troabiee by etopting they 
Mowoerg” Sterling,” wd 7 ng 
ap an appreciative aad porgssse t trade, 
‘one 





appropriate to almost any piece 
of publicity, but this is an ex- 
ception to the rule. 

The illustration designated as 
No. 2, shows the kind of a per- 
son that would be more likely to 
carry the Sterling wrench with 
good results to himself and 
others. Such a design is far bet- 
ter suited to the uses of trade- 
paper advertising. 

4 * s 


Here is an advertisement of the 
Eversafe Pin Protector, which is 


certainly a weird production. The 
young man evidently feels sure 
that he is not going to be separ- 
ated from his scarf-pin by the 
two-year-old infant dressed in 
man’s clothes. 

It is sad to see so small a child 





NO2 


on the downward path, and it is 
also somewhat painful to observe 
the badly-fitting derby which the 








EVER SAFE PIN PROTECTOR 
10S PUN PROTECTOR OUTERS FROM OMNES I THAT 
MT SECURES THE PIN AGAINST LOSS 
EASY ADMLTED 


37.8 99 Maiden Lan, 
BBW TORE CITT 


EVERSAFE,PIN PROTECTOR CO, 





young man with. the pin chooses 
to wear, 

This is the sort of illustration 
which is generally used by those 
who think that good pictures ar¢ 
a waste of good money, 





PRINTERS’ INK, 


The direct command is exem- 
plified in this powder advertise- 
ment in a manner so vigorous as 
to seem almost profane. No one 
is apt to overlook an advertise- 
ment of this kind, but it does not 
seem to go quite far enough. 
There are probably some very 





CITY OF WEXICS. 

‘WRITE TO OUR UEAREST OFFICE OR 4 “YARWERS CATALOGUE.~ 
——~ al 
~~ 











good reasons why we should blast 


our stumps and boulders with 
Hercules Powder, and there was 
plenty of room here in‘ which to 
give us those reasons and still 
not detract too much from the 
strength of the advertisement. 


* * * 


A firm of landscape gardeners 
—name unknown—has discovered 


a 
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a new method of producing an 
advertisement which is all but 
illegible. 

First, they have had the copy 
written on. a_ typewriter, then 
they have written their name, 
business and address in ink 
across the face of the copy, and, 
by making a zine plate of the 
whole thing, a very unhappy re- 
sult is achieved—for the pen in- 
scription disfigures the work of 





‘WS ab8 GROVINO 45D OELIVERINO TER GuALITT 69 ODORS 
‘TUT MAKE THE GROUNDS AnD CARO 


have oplondid blocks of Remiscee etre grt’ 
Maples, Oriented Pi “ 





the typewriter and the typewritten 
background makes the work of 
the pen practically illegible. 

This is something absolutely ’ 
new; and the fact that no one 
is likely to read it does not de- 
tract from its novelty and origin- 
ality. 


— 
<--> 


HOW ONE FARMER DOES IT. 


A farmer wrote as follows to his 
home newspaper: “When I am ready 
to sell my stuff I insert a little adver- 
tisement in the local paper telling the 
people what I have to sell, and if live 
stock,, how many head of each and 
when they will be ready to ship. The 
result has been that the buyers are 
right after me, either personally or by 
mail, and naturally I always get the 
highest price. If I want to buy a 
cow, a steer, a horse, or a dozen of 
each, I insert a little ad that costs me 
maybe 25 or 30 cents, and instead of 
traveling over the country inquiring 
of my neighbors who have this or that 
for sale, the newspaper does it for 
me at less expense, and those who 
have what I want manage to let me 
know in some way. I save the time 
and expense of traveling aimlessly 
about and get a better selection. to 
a from.”—News-Times, Maroa, 
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THE INVASION OF SWEDEN. 

In Sweden the adjective “American” 
is one to conjure with. You see 
American hats and American shoes 
placarded in show windows—whose 
subjects never saw the interior of one 
of our factories. The genuine Amer- 
ican articles are to be had also, of 
course, and you may go shopping for 
them in American automobiles, since 
the greater part of the forty-five motor 
cabs in the streets of Stockholm were 
imported from the United States.— 
American Exporter. 








Advertisements. 


Advertisements in “ Printers’ Ink” cost twenty 
cents a line or forty dollars a page (230 tines) 
Sor mnsertion, $10.40 a line per year. 
per cent discount may be deducted ausment 
accompanies copy and order for insertion 
NE ten per cent on gearty, contract mg 
wholly 
prnnn h e iforan adr rertisoment, andgvanted, 
double price will be charged. 


WANTS. 


LLUSTRATED FARM SERVICE for dailies. 
ran » mats or any way to suit. ASSOCIATED 


RESS, 112 Dearborn St., Chicago. 
DWRITER desires connection with depart- 
ment store as assistant. George H. Powell 
B50" Address *‘ A. A ,” care Printers’ Ink. 
WORTH of information for printer or 
arenes for 25c.; silver or 9 
of W. L. BLOCHER, Publisher, l»ayton, V 
‘HE circulation of the New York World, 
morning edition, exceeds that of any other 
morning newspaper in America by more than 
100,000 copies per day. 
A= MAN, age 30. desires position: 
nine years’ experience New York advertis- 


i nc; ublishing house. 
At many NFOR, 172 South 





and meget 
ean record. A W' 
Eighth 5: treet. Newark. N. J. 


66 ADVERTISERS’ MAGAZINE” should be 

read b A every, advertiser and Mail-(/rder 

dealér. Best “Ad School” in existence. Trial 

subscription, 1 Sample copy free. AlVER- 

TISERS? om a 815 Grand, Kansas City, Mo. 

DVERTISING Solicitor for Mid-West having 

ency experience and ability to get busi- 

o others aon apply. Good position for 

suchaman. Ful rticulars anu references re- 
quired. Address " RELIABILITY, ” care lb. 1. 


STIMATOR—Western concern wants estima- 
tor for printing. Must be practical printer, 
familiar with composition, press work, paper, 
binding and engraving, who has had office train- 
ing. Salary “ nds on man, (Series 45.) 
HAPGUODS, 305-7 9 Broadway, New York. 


N EXPERIENCED SALESMAN, with large 
acquaintance and trade with the consumers 
ot large edition bookletsin New York ano other 
cities, wishes anyone | nen with a — fitted to 
produce medium and low-grade wo! 
Address * BOOKL "ETS, ” 
care Printers’ Ink. 


agile ss: NOW OPEN for managing editor 
$25-35; night editor, Pa.. $20-25; city 
editor N. J., $25; circulation manager, oan 
$18-20, advertising solicitor, Minn., $25-30 ; il. 
$20; Pa.. $18-20; news mee Ill.. $23-25, = 
compositor, Conn., $21. otgpe operators, 
union scale; 1 orters The ooklet No, 7is 
free. FERNALD'S NEWSPAPER MEN’S EX- 
CHANGE, os aneld 
YOUNG MEN 7 WOMEN 
of ability who seek positions as adwriters 
and ad managers should use the ciassified col- 
umns of PRINTERS’ INK, the business journal for 
advertisers, published weekly at 10 Spruce 8x., 
New York. Such advertisements will be inserted 
at 90 cents per line, six words to tne line. 
ER@’ INK ts the best school for ad versionrs, and it 
reaches every week more employing aavertisers 
tban any other publication in rie United Stater, 


PRINTERS’ INK. 


ANTED—Clerks and others with common 
school educations only, who wish to qual- 
ify for reaay positions at @ week and over, Lo 
write for free copy of my new prospectus anc 
endorsements from leading concerns every 
where, One vraduate fills $8,000 place, nnother 
$5,000, and any number earn $1,500. The best 
clothing adwriter in New York owes bis suc- 
cess within a few months to my teachings. De. 
mana exceeds sup 
GEORGE H POWEL L Advertising and Ruat 
ness Expert. 471 Metropolitan Annex. New York. 
gece ge solicitor and salesman, adver. 
tisement and descriptive writer—forceful 
booklets and sales letters—office manager; over 
thirty-six, married, now advertising manager 
trade paper—increased advertising income fifty 
per cent. Wants wider field: prefer agency, daily 
or trade paper, soliciting or management. 
Fully fitted to handle hard job: have health, 
energy and ambition; position must have a 
futare; salary depends on obligation and oppor- 
tunity. Al references, business and social. Ad- 
dress. “J. ADVERTISING MANAGER,” care 
Printers’ Ink. 


COIN CARDS, 

$3 1,000. Less for more; any printing. 

THE COIN WRAPPER Co,. Detroit, Mich. 
Sin Aaa 


BILLPOSTING AND AND DISTRIBUTING. 


8,000 PASSENGERS DAILY 


from Danville-Illinois Interurban Station. Elec- 
tric tines run through rich farming country and 
= the mining districts; rich farmers, well-paid 
J: borers, the kind of poopie j oa gent to reach 
Advertising spaces, =< in per month, 
R. C. PARKS, Danv ie Poilinois, 
——————(0e— 
MAILING MACHINES. 
HE DICK M STCHLESS MAILER. lightest and 
quickest. Price $14.50. F. J. VALENTINE, 
Mfr., 178 Vermont St.. yatta lo. N.Y. 
PAPER 
B BASSETT & SUTPHIN, 
62 Lafayette st.. New York Ct ty. 
Coated paversa specialty. Diamond B Perfect. 
Write for hign- wzrade catalogues, 
ADVERTISING AGENCIES. 
D A. O°GORMAN AGENCY, 1 Madison Ave.. 
e N.Y. Medical Journal advg. pon 
W. KASTOR & SONS ally’ en CoM- 
e PANY, Luclede Building, St. Louis, Mo. 
HE InELAND ADVERTISING AGENCY, 
1029 Tribune Building, New York. 
925 Chestnut Street, Philaaelpiia. 
ARFIELD ADVERTISING COMPANY, 1269 
Broadway. New York, General Advertising 
Agents Mail order ana classified adver tising a 
specialty. 
A LBERT FRANK & CUv., 25 Broad Street, N. Y. 
General Advertising Agents. Establishec 


1872. Chicago. Boston. Philadelphia. Advertis- 
ingof ail kisds placed in every part of the world. 


AED TACTORENS ADVERTISING BUREAT. 

roadway (opp. P. O.), New York. Ads 

in the oTRADE JOURNALS our specialty. 
a . Western, Propr. Est. 1877. Booklet. 


= CHARLES WILLARD. MYERS ADVER- 
8 


inds placed in publications that are profit- 

able in results. We specialize in weeklygpubli- 

cations, and our lists include the ones thattreach 

the “Great Middle Class,” the class that * buys 
things.” Correspondence solicited. 
—Ee——i 


POSTAGE STAMPS. 
BUY at 3 off. unused U. 8.: ¢.0.d. R. E 
ORSER, 2404 Milwaukee Ave., Chicago, Ili. 
prsctesnatancisie ~<a Rate 
DRAWINGS. 
Cr drawings—bright, yo dc and i pcteinel. 
Tell me what you want an ill submit 


sketches. A. T. WESTON, 134 East oth St., New 
York. 








PRINTERS’ INK. 


HALF-TONES. 


RITE for samples and prices. STANDARD 
ENGRAVING CO., 560 7th Ave.. New York. 


—— copper half-tones, 1-col.. $1: larger 
oc per in. THE YOUNGSTOWN ARC EN- 
GRAVIN CO., Youngstown, Uhio. 


ate ty HALF-TONES. 
75c.; 3x4. $1 ; 4x5, $1.60. 
iehvered wi when ‘on accompanies the order. 
Send for 
ENOXVILLE BS ENGRAVING CO., Knoxville, Tenn. 


ALF-TONE or line productions. 

inches or smaller. detivered prepaid, 7ic.; 
6 or more, 50c. each, Caso with order. All 
newspaper screens. Service day and night. 
Write for circulars. References furnisbea 
process-engraver. Box 815, 
Pa, 
EE ooo, 

PRINTING. 


Qu choice of printing consumers keep us 
continually busy. On receipt of your data, 
we can easily demonstrate whether or not your 
choice and ours is identical. Perhaps it may 
lead to mutually profitable bamnesst Who 
knows? Why not write now E BOULTON 
PRESS, Drawer 94, Cuba, N Y. 


10 square 


Pp OU. 
P Philadelphia. 


—~>>—_——_—_. 
COIN MAILER. 


60 PER 1,000. For 6 coins $3. printing. 


q 2. ACME COIN CARRIER CO., Pm Kimmo 4 
———_+o>———__ 


DIAMONDS, 


’ . on 
Diamonds €eedit 
Buy CHRISTMAS GIFTS on 8 Months’ Time. 
Pay one-fifth on delivery, balance in 8 monthly 

amounts. Catalog free. Write today. 

Original Diamond & Watch Credit Honse. 

Dept, M. 179, 92 State St., Chicago, Ill. 
+> 


PUBLISHING = OPPORTUNI.- 
IES, 


XMAS 
cas 


T*4 RADE PAPER OPPORTUNITIES. 
Small trade monthly, $2.500. 
Artistic class monthly. $5,000. 
Established mercantile ee, $8,000. 
Monthly class foundation. $15,0 
echanical monthly Sontination, $40,000. 
Financialiconditions make prices favorable. 
E ON P.HARKIS, 
Broker in Publishing Froperty, 
253 Broadway, New York 


—___+o>—___— 
FOR SALE, 


R SALE—Linotype Machine in first-class 
condition. Address ‘G. L.,”’ Printers’ Ink 
_—+or——————_ 


TYPEWRITTEN LETTERS. 





IMITATION 
hyn dynagtlye LETTERS 


rate the iargest plant in the world 
ton? @ production of Circular Letters, and 
turn them out by the thousands or million 
in any style of typewriter type, furnishing 

TYPEWRITER RIBBONS 

EXACTLY MATCHING. 

Send for samples and prices. You will 
wonder bow it’s possible for me to produce 
such perfect work at so low a price. 

To those operating their ry Multigraph 
departments [am prepared to furnish sup- 
plies at the followin prices 

“blade Bl Ribbons, 8 inches wide, 

lue, purple, green or rei. 


Typewriter Ri Ribbons, exactly match 
, per 
Special cota to large users. 
M. M. ROTHSCHIL’? 
Circ Letter Specialist 
% Fifth Ave., Chicago, Ill. 
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ADVERTISING NOVELTIES. 


SE advertising novelties. Buy direct; 2 KS 
ples, 0c. J. C. KENYON, Mfr., Owego, N.Y. 


VERY conceivable kind, from all manufac- 
turers. E, W. FRENCH CO.,1 Beekman 8t., 
opposite Postaties, New Yous. 


BOOKLETS, 


BOOKLETS:" ii*" 


oy Pa . Good paper. femnpte free. 
THO is fUART, Rose 8t., N. ¥. 


SUPPLIES, 


D. WILSON PRINTING INK CO., Limited, 
e of 17Spruce St., New York, sell more mag- 
azine cut inks than any other ink bouse ip the 


rade. 
Special prices to cash buyers. 


Oress.5 PASTE prepared as needed. Ber- 

Paste Powder mixed at ‘vill with 
cold water; cieaner, better and cheaper than 
mucilage. Two-lb. carton will supply average 
oftice 12 months. Mailed to any address for 60 
cents; stamps. BERNARD’S PASTE DEPARI- 
MENT, Rector Building, Chicago. 





TACS AND BUSINESS HELPS 
will put ‘Bey in touch with more business. 
Information and catalogue sent on request. 


Dennison 
ton New York Philadelphia Chicago St.Louis) 


PATENTS, 
waasPATENTS that PROTECT 


Our 3 books for Inventors mailed on recetpt 
of 6 cts. stamps. R. 8. & A. B. LACEY, 





Washington. D.C. Extab. 1869. 








PREMIUMS. 


Jy HOUSANDS of suggestive premiums suitable 

for publishers and otners from the foremost 
makers and wholesaie dealers in jewelry anc 
kindred a 500-page list price illustrated 
catalo (OO) Greatest book of its kind. 
Pi ublished annually. 36th issue now ready ; free. 
8 F. MYERS CO., 47w. and 49 Maiden lame N.Y, 


——_$—<+oe—___ 
ADVERTISING + MEDIA, 
HE REcorp is the Woman’s Home Companion 
of Troy and Central Miami County. Ohio, 
Only daily. Low-class medical, lost manhood, 
monthly regulator, fake financial, liquor, etc. a 
advertising barred. Send for sample copy. 


MOTORS. 


SOMETHING NEW. 


Variable Speed Alternating 
Current Motors 


for Printing Presses; my to ie beng tpay ged per 

hour; reversible at an: s. 4 tod horse- 

power. Write GUARAN’ EE kK LECT Co., 
Adams Street, Chicago. 


INDEX CARDS. 


NDEX CARDS for all Cabin all yomey Get our prices 
and samples T BLAIR PRINTING CO., 
912 Elm Street, Cincinnati, Ohio. 


ADDRESSES. 


LL of 4,000 Shot Teachers; price $5, or $2 
per thousan 
FREDERICK C. FBERH 
tephen Girard Building, Piilaceiphia, Pa, 
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MEETINGS. 


‘I’ HE annua: meeting of the stockholders of 
the Printers’ Ink blishing Company for 
the election of Directors and Inspectors of Elec- 
tion, will be held in the office of the ig 
Ink Publishing i 10 0. OT 
png on one euen T at Be WJ 
PALMER, AL. 


BOOKS. 


Forty Years an Advertising Agent 
BY GEOKGE P. ROWELL. 

The first authentic history and exhaustive nar- 
rative of the development and evolution of 
American advertising as a real business force. 
‘The remainder of re edition ( ablished last 
year) is pow offered forsale. About 
5x8, set in lo peter, with man 

rtraite Clo gola. Price 

HE PRINTERS’ INK PUBLISH 
Spruce St.. New York 


G "Oo. No 





DISTRIBUTION. 


Mr. Advertiser, 
Can’t You Use it? 


OUR LIST OF GUARANTEED DISTRIBUTORS 
covering the United States aud Canada like the 
de — will Distribute gzens Advertising 
Matter here and to any class ple FOR 
ONE-FOU TH THE COST of Mal ING. We 


you tracts direc 
ist WE WIL UI, MAIL YOU OUR DIS 
TRIBUTORS® DIRECTORY FREE. W U 
ARTES AN HONEST DISTRIBUTION, and will 
peg Soe r matter not so Distributed or destroyed. 
RITE US NOW. See if we can’t do — 
together. Ref : Publishers’ Com- 
merciai Uniou and Bradstreet. 7 r 
NATIONAL DISTRIBUTING CO., 
700 Oakland Bank Building, Chicago, Ii. 











NEWSPAPER PRESSES 


TAKEN IN TRADE FOR 


HOE MACHINES 


GOSS THREE-DECK PRESS, 
Printing from 4 to 24 pages. 
GOSS THREE-DECK PRESS, 
With two pairs of Color Cylinders. 
GOSS THREE-PLATE-WIDE 
PRESS, 


Printing from 4 to 12 pages. 
TWO GOSS 4 and 8-PAGE PRESSES, 
SCOTT SEXTUPLE PRESS, 
Three Rolls, Double Width. 
SCOTT THREE-DECK PRESS, 
Printing from 4 to 24 pages. 
SCOTT THREE-DECK PRESS, 
With Color Cylinder. 
SCOTT 4 and 8-PAGE PRESS, 
POTTER TWO-DECK PRESS, 
Printing from 4 to 16 pages 
CAMPBELL NEW MODEL PRESS, 
Printing 4 and 8 pages. 
COX DUPLEX PRESS, 
Columbian pattern, 
COX DUPLEX PRESS, 
Angle Bar pattern, 
COTTRELL MAGAZINE PRESS, 


For prices and further particulars 
apply to 


R. HOE & CO. 
go4 Grand St., New York. 











Forty Years 


Advertising Agent 
By George P. Rowell 


The first authentic history and ex- 
haustive narrative of the develop- 
ment and evolution of American 
advertising as a real business force. 

The remainder of the edition 
(published last year) is now offered 
for sale. About 600 pages, 5 x 8, 
set in long primer, with many half- 
tone portraits. Cloth and gold. 
Price $2, prepaid. 


The Printers’ Ink Pub. Co. 
10 Spruce St., New York 











Successful 
Advertising 


HOW TO 
ACCOMPLISH IT 


By J. ANGUS McDONALD 


A book for retail 
merchants and be- 
ginners in advertis- 
ing. Will be sent, 
postpaid, upon re- 
ceipt of Two Do ars. 


Printers’ Ink Publishing Co. 
10 Spruce Street, New York 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas for windo’ 
cards orcirculars, und any other suggestions for bettering this department, 








“Eventnc Post.” 
CHICAGO, 
Editor Ready Made Department: 
eAR Str—As a reader of PRINT- 
exs Ink, L am _ submitting to your 
department a few sample ads which | 
have written, for criticism. 
(hanking you in advance for your 
valued opinion, 1 beg to remain, 
Yours very truly, 
(Signed) T. H. Frazier, 
Advertising Specialist. 


THe CHICAGO 





Some of the ads that came with 
this letter are very good, and 
some of them are just plain com- 
mon-ordinary. This’ one, for in- 
stance, one sort of warms to at 
the first glance; the headline has 
a comfy sound and “one cent a 
foot” is likely to awaken suff- 
cient curiosity to lead one down 
into the body of the ad. The 
idea of quoting prices for the 
strip alone and then for the strip 
and its adjustment is a good one. 
The free estimate offer is an- 
other good one: 





WINTER COMFORT 
One Cent A _ Foot. 

Don’t wait ’til the cold, icy winds 
blow and the snow flies. Get your 
Weather Strips up while the weather 
is moderate. We'll supply you with 
the best Felt Strips at One Cent a 
Foot, delivered at your residence, or 
= cents a foot delivered and put in 
place. 

l'ree estimate for weather 
the whole house. 


*phone, 
T. H. FRAZIER, 
816 Hamilton Court, 
Chicago, Ill. 


ad 


stripping 
Drop a postal or 





Che following is in the 
“pretty fair’ class. It wastes al- 
together too much time and space 
to tell about the advertiser’s sur- 
prise, which is a matter of little 
or no consequence to the man 
who is going to buy + clothing. 
rhat man simply wants to know 
what kind of a coat he can buy 
for $18 or how much he will have 
to pay for the kind of a coat he 
needs, It may be a god thing to 
remind him that J. Frost will 
catch him if he don’t watch out, 
for that is apropos and something 





in which he might be expected to 
take a personal interest. The ad- 
vertisers emotions have nothing 
to do with the case, however, and, 
not being for sale, should not be 
displayed. 

It strikes me, too, that it is 
much better to describe one or 
two good values, with their 
prices, than to string together a 
lot of prices that may be found 
in almost every clothing store, 
and then enumerate a line of 
fabrics which every good store in 
that line is supposed to have. It 
is certain that the materials and 
making of the ten-dollar coat 
differ materially from -those of 
the coat at $65. It would not 
appear from reading this ad that 
that is the case; but if it were 
not, somebody besides the adver- 
tiser would not only be surprised 
but would get a distinct impres- 
sion of having been “stung.” 





SURPRISED? 
We Should Say So, 
SURPRISED 
At the number of fellows who are 
HESITATING 
about buying a new top coat, 

Well, Jack Frost is a comin’ ’round 
—sooner than you expect—keep on the 
lookout for him—don’t let him catch 
you napping. 

Better come in now and ask the 
salesman to show you a top coat of 
your choice at, oh, say $10, $42, $15, 
$18, $20 $25 or up to $65. It will 
pay you handsomely. You'll find the 
finest garments you ever had the op- 
portunity of casting your optics upon. 

Coats that will meet your every re- 
quirement. They are all-wool, 
heavy Kerseys, Beavers, Vicunas and 
Fancy Mixtures, in the new two tone 
browns, blacks, blues, and novelties. 

They are coats with all seams sewed 
with pure dye silk, collars are hand- 
padded and_ hand-felled, buttonholes 
made by hand. The entire coat is 
hand-tailored, tape and canvas are 
thoroughly shrunk—twice by the best 
known process—and we’ use only un- 
gummed, closely woven, long hair 
Russian  Haircloth. The body and 
sleeve linings are guaranteed to wear 
two years, 

T. H. FRAZIER, 
816 Hamilton Court, 
Chicago, Ill, 


Well, 
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Tue Biatne-THompson Co., 
Advertising. Personal, Direct Service 
for Every Known Form of 
Successful Publicity, 

Fourth National Bank Building, 

CINCINNATI, Ohio. 
Editor Ready Made Department: 

Dear Freter—I want to thank you 
for the kind words embodied in your 
comment in the issue of Oct. 23d. Do 
you know it was just like stumbling 
upon a cache loaded with honey in 
the hard wall of business. 

Here are a couple of ‘‘news-ads.” 
The Victor ad was gotten out while 
Teddy was hunting and the telephone 
ad will be run on the political news 
page just before election. How do 
you like them? 

Cordially yours, 
(Signed, Ren Miutrorp, Jr., 
Chief of the Copy Department. 





I have a strong suspicion that 
this man Mulford is “working” 
me for a lot of free advertising 
through this department; but 
what can I do about it?—he 
doesn’t send in anything that I 
can roast, and most of the stuff 
he submits is so good and time- 
ly that it would be a shame not 
to print it. The two ads that 
came with this letter, and which 
are reprinted herewith, were not 
only timely but had the added 
advantage of being linked, jor 
the moment at least, with two 
events which were very much in 
the public eye when the ads ap- 
peared, 





ELECTION 
You Can’t 
VOTE BY TELEPHONE. 

But for calling the doctor, notifying 
the plumber, reaching the grocer, 
alarming the police, making an en- 
gagement, ordering a cab, getting more 
business, holding your trade, good 
company, reserving theater seats, sum- 
moning fire department, doing quick 
shopping—nothing can take the place 
of the telephone, 

Elect yourself to enjoy home com- 
fort and business preservation. 

Ask the contract department. 

THE BELL TELEPHONE CO., 

314 Vine Street. 





FROLIC OF THE TEDDY BEARS. 

To go bear hunting these crisp Oc- 
tober days, you don’t have to follow 
the President’s trail in Louisiana. 
Take the Fouith street route, and at 
Wurlitzer’s you can round up _ these 
Teddy Bears for 35c.—a record by the 
Victor Orchestra, reproduced thru the 
Victor Talking Machine. No home in 
which this Steinway of Talking Ma- 
chines is found ever lacks for good 
entertainment. Everything musical is 
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available from rag-time to grand opera. 
This week’s: Victor Special $37.20. 
Cash or $1 a week. 

Outfit consists of Victor II. Machine 
Black Japanned Steel Horn, with 
Brass Bell, Style G, 12 10-inch rec: 
ords, Needle Box and 200 Needles. 

Our Talking Machine Department is 
open until 10 o’clock every Saturday 
night. 

Have you called for the Victor II- 
lustrated Souvenir Book of Records? 
Free for the asking, 


THE RUDOLPH WURLITZER CO., 
121 East Fourth Street. 
Cincinnati’s Biggest Talking Machine 
House. 





Burtey & Company, 
China, Glassware, Pottery and Lamps, 
118 and 120 Wabash Avenue, 
CHICAGO, 
Editor Ready Made Department: 

Dear Sir—I am taking the liberty 
of enclosing you a few specimens of 
the advertisements’ | am running in 
the daily papers for our trade. No 
excuse is made or comment offered 
and I should like to have your candid 
opinion as to their possible efficacy 
from your point of view. 

Very truly yours, 
(Signed) C. A. Dopson, 
Advertising Mgr. 





I don’t know a thing about 
Burley & Company, but the ads 
submitted convey the impression 
that they represent a high-grade 


store. They have that exclusive 
tone so much affected by stores 
catering to what is known as 
“carriage” trade. They are writ- 
ten in a very dignified tone, typed 
in excellent taste and, with one 
exception, illustrated in a very 
pleasing style, as shown by the 
examples reproduced herewith. 
To me they lack that satisfying 
definiteness and helpfulness that 
come from the featuring of one 
or two articles, with descriptions 
that enable one to judge some- 
thing of qualities without seeing 
the goods, and prices by which 
one may determine whether they 
are such as he can afford. But 
I take it that Burley & Company 
are after the dollars of people 
who have both time and money, 
as well as a disposition to browse 
around for hours among beauti- 
ful things, buying whatever 
strikes their fancy without much 
regard to cost, and these ads 
should be strong in their appeal 
to that class, 
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Fine 


As « scleo-ion for the Wedding Gift, fine 
tableware offers « variety sot found in ore 
dinary lives. 

Visitors are invited 


Burley & Company 
118 and 120 Wabash Avenue 




















— 
Fin English China 
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Stafford. of Providence, R. I, 
gets painfully personal in a blot- 
ter which he got out for a tailor- 
ing concern in his town—‘That 
suit you have on; doesn’t it need 
a good pressing?” he says. And 
it happened that it did need a 
good pressing, so the blotter that 
Stafford made for the Providence 
tailor brought immediate results 
for a tailor in Harlem who never 
heard of either of them. The 
which goes to show that adver- 
tising sometimes does much more 
than is expected of it. The blot- 
ter, which of course was intended 
for local distribution only, is a 
very attractive job of printing— 
brown on brown—and it reads as 
follows: 





THAT SUIT YOU HAVE ON— 
Doesn’t it need a good pressing? 

Let us have it for a couple of hours 
and we'll send it back looking like a 
new one. 

We will take care of it regularly for 
seven cents a day. 

We make clothes, too,—good ones, 
so our customers tell us. Who knows 
but that you might say the same thing: 
We’re ready to do our part. 

THE A. E. PIKE COMPANY, 

Practical Tailors, 

Albert E. Pike. William H. Barrett. 
Bannigan Building. Telephone. 
Ladies’ garments made, ‘altered, re- 

paired and pressed. 





Questions: What Does Mr, Bowers 
Deal In? Where Can‘ the Man 
Who Wants to Pay Cash Find Him? 
What Incentive Does He Offer for 
Cash Purchasers? From the Mem- 
phis News-Scimitar, 





Debt Is a Horror. 


Has debt got you in its 
remorseless grip? 

Does the thought of pay 
day bring you no brighter 
vision than the awful hor- 
ror of bills that cannot be 
met? 

cheer up! 

Mr. Bowers can cut your 
household expenses own 
to such an extent that you 
will find it much easier to 
make both ends meet. 

Pay cash! 

The Monster Debt Suc- 
cumbs to the Wiles of 
Cash, 
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Good Argument for Electric Lighting. 
ee the Butte (Mont.) Evening 
ews, 





If your home is wired for 
electric lights 


A Light on the 
Front Porch Isa 
Protection 


If your home is not wired 
it should be.—Why Not? 
BUTTE ELECTRIC AND 

POWER COMPANY, 

101 East Broadway, 
Butte, Montana. 


For a Savings Bank, 
Houston (Tex.) Post. 








From 





Saving By Coins, 

Save every ten-cent piece, 
every nickel, or even every 
penny you receive and the 
result will surprise you. 

Those who can afford it, 
save larger coins. 

The best and surest plan: 
Make it a rule to deposit a 
certain amount each month 
or each week—better each 
day. 

Get a Savings Bank free 
to use at your home. We 
pay you 4 per cent to save. 


marae ae NATIONAL 


Corner Main a Congress, 
ouston, Tex. 


Advertising to Avoid Trouble. From 
the Omaha (Neb.) Morning World. 
Herald. 














Parents— 


When you stop to think 
about it you of course real- 


ize the grave dangei that 
menaces your children when 
they play in the streets on 
which there are street car 
tracks; but do you _ think 
about it often enough? 

And do you caution your 
children about it often 
enough? 

Are you sure that your 
children are not daily ex- 
posing themselves ‘to the 
danger of being struck by 
a car—in fact, jeopardizing 
their lives? 

Remember that when 
children are playing their 
minds are engrossed with 
their play and they are ut- 
terly unheedful of approach- 
ing cars and frequently dart 
directly in front of them. 

Assist us in preventing 
accidents, 

OMAHA & COUNCIL 
BLUFFS STREET RAIL- 

WAY. CO., 


Omaha, Neb. 
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Adverse Criticism Sold One 
Hundred Dollars’ Worth of Goods 


Recently in the Commercial Art Department of 
PrinTERS’ INK an advertisement of an imitation stained 
glass was criticised, and improved copy was shown 
along with a reproduction of the original advertise- 
ment. The maker sold goods to the amount of $100 
as a result of this involuntary advertising, and he is 
now going to use space in PrinTERs’ INK at the regu- 
lar rate. 

PRINTERS’ INK is read every week by about all the 
general advertisers of the United States. This is part 
of their weekly business. And, unlike advertisements 
in other papers, those in Printers’ INK are read just as 
religiously as the reading matter. 

Here is the way some of the subscribers describe 
their manner of reading the paper: 


As far as reading the advertisements in PRINTERS’ INK is con- 
cerned, they are nuch more apt to get my attention than the reading 
matter. THEODORE STARRETT, 

Thompson-Starrett Co., Contractors, New York. 

We read it from cover to cover. H. C. BAKER, 

Adv. Mgr. Cooper Medicine Co., Dayton, O, 

We miss no page in your valuable paper from cover to cover. 

AMERICAN Biscuit Co., San Francisco. 


I read PRINTERS’ INK from cover to cover. 
C. R. LIPPMANN, 
Adv. Mgr. Genuine Bangor Slate Co., Easton, Pa. 


It is our cusiom to read PRINTERS’ INK thoroughly, giving equally 
as much attention to the advertising as to the reading matter. 
W. ATLEE BuRPEE Co., Philadelphia. 


I read every word from cover to cover. 
E, J]. LEVINE, Adv. Mgr. Fiberloid Co., New York, 


I don’t omit anything—first page, last page—EVERYTHING. 
J. H. PHINNEY, 20-Mule-Team Borax, New York. 
We read it all. NATIONAL CIGAR STANDS Co., New York. 
Very often in the rush of affairs I do not have time to look over 
and read all of your valuable periodical, but I always study carefully 
the last few pages, as I am most interested in ads. 
EuGENE Woop, Real Estate, Abilene, Texas. 
There are hundreds of similar letters on file at 
this office. Would these men write in this way to any 
other paper? Are they not the kind you want to get 
an audience with ? 
Let us suggest a plan. 


PRINTERS’ INK, 10 Spruce St., New York. 
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ALLEGED HUMOR. 


SUBURBIA.—Boarder: Do you sub- 
scribe for the village newspaper? 

Inhabitant: No. The village dress- 
maker boards tew our ~ house.—Life. 








DESCRIPTIVE. — Operator—‘What 
do you think of the. new foreman, 
Jimmie?” 

Devil—“‘Say, dat feller could print 
all he knows in display type on a 
postage stamp without canceling the 
stamp.’ —Monotypit. 





AN OLD COMPLAINT.—A sub- 
scriber to a provincial weekly ‘sent 
this query recently: ‘‘What ails my 
hens? Every morning I find one or 
more of them keeled over to rise no 
more.” 

The astute editor’s reply was: 

“The fowls are dead—it is an old 


complaint, and nothing can be done 
except to bury them.”—Penny Pic- 
torial. 





NO REASON FOR ALARM.— 
A Kansas editor is guilty of the fol- 
lowing: A couple were recently mar- 
ried. The ceremony over, the wife be- 
gan to weep copiously. “What's the 
matter?”’ asked the new husband, “I 
never told you that I didn’t know how 
to cook,” sobbed the bride. “Don’t 
fret,” said he, “I’ll not have any- 
thing to cook; I’m an editor.”—West- 
ern Publisher. 





AT LAST.—The publisher advertis- 
ed for a circulator; one that could 
give the advertiser returns. 

An applicant stood before him. 

“What are your qualifications, sir?” 

“For seven years, when a young 
man, I published a paper ‘known as 
‘The Lyre.’ Then I had several kinds 
of luck, but for the past seventeen 
years I have been a weather forecaster 
in the employ of the gov—” 

But the editor, waiting to hear no 
more, fell upon his neck weeping: 

“My boy! My bi 

And he named his own salary.— 
Western Publisher, 





MIXED METAPHORS. — Edwin 
Markham, at a dinner, said of mixed 
metaphors: “‘When I was teaching in 
Los Angeles I used to read every week 
a little country paper whose editor’s 
metaphors were an unfailing joy to 
me. Once, I remember, this editor 
wrote of a contemporary; ‘Thus, the 
black lie, issuing from his base throat, 
becomes a boomerang in his _ hand, 
and, hoisting him by his own- petard, 
leaves him a marked man for life.’ 
He said in an article on home life: 
‘The faithful watchdog or his good 
wife, standing at the door, welcomes 
the master home. with an honest bark.’ 
In an obituary of a farmer he wrote: 
‘The race was run at last. Like a 


tired steed, he crossed the harbor bar, 
and, casting aside whip and spur, lay 
down upon that bourne from which no 
traveler returns, ”—Home Magazine, 


MARKED DOW%.—Mr, Harddrive 
—It’s my opinion that the influence 
of bargain-sales is immoral, if not 
positively irreligiou 

Mrs. Harddrive-#Why, dear, even 
the Bible speaks approvingly of the 
ninety and nine!—Puck, 





COSTLY ADVERTISING.—‘“I | fig- 
ure that ‘advertising costs me a couple 
of thousand dollars a year more than 
I can aftord—” 

“What are you talking about, you 
don’t advertise.” 

“No, but. the department stores do, 
and my wife has the bargain habit.” 
—Philadelphia Press. 





TWO ADVERTISING ‘TRUTHS. 
—A soap millionaire and an_actor- 
manager were talking business. 

“I,” said the actor-manager, ‘have 
discontinued the use of posters. _My 
announcements. appear in the news: 
papers exclusively, I- have learned 
that those who don’t read the papers 
don’t go to the theater.” 

“You are wise,’ said the soap mil- 
lionaire. ‘And I ‘do like you. Long 
since I discarded every form of ad- 
vertisement save that of the press, 
finding that they who didn’t read a 
daily. paper had no use for soap.”— 
Pittsburg Chronicle-Telegraph. 





AMBIGUOUS.—A_ Washington cor- 
respondent who used to run a news- 
paper in Iowa tells how the heavy ad- 
vertiser of the town once entered the 
editorial offices and, with anger and 
disgust depicted in every line of his 
face, exclaimed: 

“That’s a fine break you people have 
made.in my ad this week!” 

“‘What’s the trouble?” asked the ed- 
itor, in a tone calculated to mollify 
the indignant one. 

“Read it and see!” commanded the 
advertiser, thrusting a copy of the 
paper in the editor’s face. 

The latter read: “If you want to 
have a fit wear Blank’s  shoes,”— 
Harper’s Weekly. 





INTERESTED IN ADVERTISE: 
MENTS.—“It was so nice of you to 
see me home,” she said. “I hope the 
trip has not been very tiresome to 
your” 

“Oh, no, not at all, not at all,” he 
replied. | “In fact it has been rather 
interesting.” 

“You cannot know how glad you 
have made me. Do you really mean 
it, Mr. Worthwads? I shall be de- 
lighted to have you call at any time. 
Can’t you come to-morrow’ evening? 
I felt the first time I ever saw you 
that we were destined to become——” 

“Excuse me, Miss Oldun. I[ am 
afraid you didn’t quite understand. | 


have found the trip interesting be- 
cause I supposed we ~had the most 
foolish advertisement in the trolley 
cars out our way. I find that the 
ones in these cars are even more 
funny—especially the rhymed _ ones 


which the advertisers have composed 
themselves,”"—Chicago Record-Herald, 
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